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Publishers ‘‘ REPUBLIC,”’ 
St. Louis, Mo. 
GENTLEMEN :—I wish to state that after as careful and ac- 
curate an estimate as it has been in my power to make, I am con- 
vinced: that the circulation of THE ST. LOUIS SEMI- 


REPUBLIC has an average circulation of 51,565 copies each day. 

These figures were obtained by me after making a most 
searching and exhaustive investigation. 

My investigation included four days of checking, re-check- 
ing and verifying, during which time my undivided attention 
and labor were entirely given to this subject. 

From the methods used by me in obtaining the above figures 
and the length of time required to verify them, I do not hesitate 
in asserting that I positively believe them to be correct. 


Yours very truly, 
Representing Pettingill & Co. (Signed) JOHN WOOD. 
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Or at New York Office, 
146 Times Building. 


: 
WEEKLY is upwards of 124,000 each issue, and that the Daily 
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ASK FOR RATES———— 
| THE REPUBLIC, St. Louis, Mo. 
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. OCAL, paid-for circulation is the best. 
|S) Get that and the first quality is secured. 
Circulation that is given away, such as 
‘sample copies,” etc., is hardly worth considering. 
Scattered circulation may be used by a few 
advertisers who cover the entire United States, 
provided the price paid is small. Generally, how- 
ever, such circulation is close to worthless. 


Insist upon local circulation, and upon buy- 
ing by the thousand copies. 


The Atlantic Coast Lists comprise over 1,400 
country papers of distinct Jocal circulations. They 
thoroughly cover the New England, Middle and 
Southern States. 

This local circulation can be bought at % of a 
cent per line per thousand in amounts of $250, or 
at % of acent on orders of $5,000. 

One order, one electrotype does the business 


Catalogue for the asking. 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 





PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post-OFFICE, JUNE 29, 1893. 


No. 5. 


Vol. XII. 


NEW YORK, JANUARY 30, 1895. 





CONGRESSIONAL COMMENTS ON 
POSTAL LAWS AND USAGES. 


COPIED FROM THE ‘‘ CONGRESSIONAL 
RECORD ’’ OF APRIL 6TH AND 7TH, 
1894, PAGES 4262-3, 4287-9—90-I-3. 
THE HOUSE IN COMMITTEE OF THE 
WHOLE. 


Mr. Hainer of Nebraska: 

The trouble is not with the law, but 
with the absurd construction which 
has been placed upon it. There are 
a great number of books which are 
put in pamphlet form, and which cir- 
culate throughout the country, which 
are not similarly discriminated against. 


Mr. Quigg of New York: 

These newspapers have been sub- 
jected not to the operation of the law 
as it exists but to the operation of 
hureau-made law, and I think that 
most members of this House will agree 
with me that there is a great deal too 
much of bureau-made law, anyhow. 
The Third Assistant Postmaster-Gen- 
eral and the Assistant Attorney-Gen- 
eral, who serves in connection with the 
Department, and the Postmaster-Gen- 
eral himself, know a good deal more 
about law in general than they do 
about newspapers. These papers to 
which I have called attention have 
been forbidden access to the mails 
upon a narrow and incorrect construc- 
tion of the law. 

Mr. Cannon of Illinois : 

The legislation in question originated 
in the first session of the Forty-third 
Congress. I was at that time a mem- 
ber of the committee on the Post- 
Office and Post-Roads, was chairman 
of the sub-committee having this mat- 
ter under consideration, and I had 
charge of the legislation during its 
passage through this House. The 
matter was discussed very fully at that 
time in the committee and in the 
House; and it never entered the minds 
of that committee to suppose that the 


legislation would be so construed as to 
exclude from the mails this class of 
papers. 

Mr. Aitkin of Michigan : 

I happen to be interested in one of 
these journals which have been ruled 
out of the mails. I appeared before 
the Third Assistant Postmaster-Gen- 
eral. It was not during the present 
Administration. That officer rang a 
bell, sent down into the basement and 
brought up a young man who listened 
to what I had to say. Then turning 
to the young man, the Third Assistant 
Postmaster-General asked him whether 
I had satisfied him that he had made 
a mistake. The young man stated 
that he was not convinced, and the 
Third Assistant told me that the mat- 
ter would have to rest as it was. I 
went with the case to the Postmaster- 
General. We finally got the question 
before Judge Tyner as attorney for the 
Post-Office Department. After a long 
discussion Judge Tyner ruled that the 
paper was entitled to pass through the 
mails as second-class matter, thus set- 
ting aside the ruling of the gentleman 
in the basement. In the basement 
they said one thing. In the attic they 
said another. Show one ruling of the 
Department that has barred one of 
these publications and for every one I 
will show three that admit them. 
Judge Tyner said: ‘‘ We have got to 
consider every one of these individual 
cases ; we cannot make any rule to 
govern them all’’ ; and when it came 
to ruling on that paper he simply made 
a memorandum with a lead pencil, 
saying, ‘‘Admit this to the mails as 
second-class matter.’’ I believe the 
law should be construed liberally, and 
not left to the prejudice or caprice of 
some official who by accident or mis- 
take may be'in position to decide. 

Mr. Hudson of Kansas: 

Is it true that the Department has 
made a great many different rulings 
upon this question ? 
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Mr. Terry of Arkansas : 

Yes. 

Mr. Hudson of Kansas: 

And that they are inconsistent and 
uncertain ? 

Mr. Terry of Arkansas : 

Yes. 

Mr. Bryan of Nebraska: 

I insist that this law, while it stands, 
ought to be so construed that no higher 
privileges or greater rights shall be 
given to such a paper as the Police Ga- 
zette than to papers that are educational 
in their purpose. 

Mr. Springer of Illinois : 

There have been a number of rulings 
as to particular publications, and, as I 
understand it, it is not the effect of a 
general ruling upon all, but upon each 
publication when it is submitted, and 
that has been going on for several 
years. 

Mr. Everett of Massachusetts : 

Arbitrarily, without any general rule? 
Mr. Springer of Illinois : 

I will say that the practice of the 
Department is to take two publications 
and rule one out and the other in, and 
no man can tell why one was ruled out 
and the other ruled in. 


— +> 
A LATER DISCUSSION IN CONGRESS, 
WasuincTon, D. C., Jan. 14, 1895. 


On the final passage of the Post-Office ap- 
propriation bill in the lower house of Con- 


gress a few days ago, the A. W. Bulletin 
was the subject of an animated debate of over 
an hour. Representative Quigg, of New 
York, threw himself into the breach as the 
ehampion of the league organ, in its efforts 
to lift the ban imposed by the Postmaster- 
General in opposition to its admission to the 
mails as second-class matter. 

Mr. Quigg offered an amendment to the 
measure providing that “‘ associations organ- 
ized to secure improvement in the condition 
of public roads and highways, consisting of 
not less than 1,000 members, and maintainin 
a publication published at least once a mont 
in the interest of said association,”’ shall be 
entitled to the classification above mentioned. 

Representative Dockery thought that inas- 
much as this was “‘ a change of existing laws, 
the amendment was not in order.” “* At the 
last session,” said Mr. Quigg, ‘‘ we adopted 
a provision which was intended to allow news- 
papers to circulate through the mails as 
second-class matter, which, under a decision 
of the Postmaster-General, had been denied 
access to the mails on the ground there was 
some hitch about the character of their circu- 
lation. In order to cover the case fully we 
adopted in the appropriation bill for that 
year this provision : 

*** Provided, that from and after the passage 
of this act all periodical publications issued 
from a known place of publication at stated in- 
tervals, and as frequently as four times a 

ear, by or under the auspices of a benevo- 
ent or fraternal society or order organized 
under the lodge system, and having a bona 
fide membership of not less than 1,000 per- 
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sons, or by a regularly incorporated institu- 
tion of learning, or by or under the auspices 
of a trades union, and all publications of 
strictly professional, literary, historical, or 
scientific societies, including the bulletins 
issued by State Boards of Health, shall be 
admitted to the mails as second-class matter.’ 

“* A point of order was raised against that 
amendment, and the chair decided that it 
was simply explanatory of existing law, and 
defined to the Postmaster-General precisely 
what the law meant. Now, the Postmaster- 
General has denied access to the mails to a 
publication known as the League of Ameri- 
can Wheelmen's Bulletin. The law which 
we passed last summer was intended by its 
language to reach this very class of publica- 
tions, and to see to it that they were not 
nagged and annoyed any more by the Post- 
Office Department. This moo A publica- 
tion is issued by the League of American 
Wheelmen, the membership of which is very 
large. It consists of about 120,000 persons. 
It has organizations in every State, and a 
central organization, and that central organi- 
zation issues this monthly newspaper. It is 
a newspaper pure and simple.” 

Mr. oa we read Article 2 of the L. A. W. 
constitution, which is now given an enduring 
place in national history in the records of 
Congress for the wheelmen of the future to 
con over. ‘* The objects of this association,” 
the Congressman continued, “are especially 
to secure an improvement in the condition of 
the public pte and highways. [It is very 
strong, and has had great success in bringin 
before the Legislature, and before the Boar 
of County Commissioners, improvements in 
the roads of the State of New York. There 
can be no question that this publication is en- 
titled to access to the mails under the law we 
passed last summer, but the Postmaster- 
General says no. 

“The fact of the matter is, that the Post- 
master-General is not administering the law 
in the spirit in which it was passed by Con- 

ress. The point of the Postmaster-General 
is simply that this organization publishing 
this newspaper is not an organization under 
the lodge system. He tells us that his 
reason for this is, that we are losing money. 
He says that we ought to practice more econ- 
omy. My answer is, that we will be the 
judges of that question. This is an organi- 
zation which has branches in every State, 
organized in what they call ‘divisions,’ and 
the Postmaster-General says that because 
they have used the word ‘division,’ instead 
of the word ‘lodge,’ they are not organized 
under the lodge system, and therefore that 
their journal is to be excluded from the mails, 
though, in fact, the organization is precisely 
the same as the Icdge system; not one whit 
of difference. They pay dues; they pay as- 
sessments; they have an object, a purpose, 
and they come directly under the law.”’ 

The Chair, after waiting until late in the 
afternoon to reach a decision, sustained the 

oint of order raised by Representative 

ockery. This decides the fate of the Bu/- 
Zetin, ard is another potent argument in 
behalf of a complete revision of the postal 
laws that bear upon the classification of 
newspaper postage. 

Mr. elon made a valiant fight, and should 
have the commendation of every wheelman 
in America. In a conversation immediately 
after the adverse ruling of the chair, Mr. 
Quigg said: ‘‘The only thing to do is to 
wait until next Congress, when I intend to 
offer a bill covering the entire subject of 
second-class mail matter, and making the 
law in all respects sensible and complete.” 
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WHO WILL INTERPRET THE 
POSTAL LAWS FOR INQUIR- 
ING PUBLISHERS? 


The following correspondence illus- 
trates the difficulty or impossibility of 
obtaining information from the Post- 
Office Department as to what may and 
may not be done by a newspaper, 
without incurring charges of irregu- 
larity. The Postmaster of New York 
is not allowed to pass upon such mat- 
ters. The Postmaster-General passes 
inquiries of this sort over to the Third 
Assistant Postmaster-General, and he 
answers them in terms not so very un- 
like those adopted in ancient times by 
the Delphic Oracle. No matter what 
the final outcome of ‘the matter in- 
quired about might be, the oracular 
utterances would then seem to have 
indicated that outcome, although, at 
the time, they appeared to convey a 
meaning diametrically opposite : 

New York, Jan. 5, 1895. 
Hon. W. S. Bissell, Postmaster-Generail, 

Washington, D. C.: 

Dear Sir—We have in mind publishing a 
series of articles having a bearing upon the 
postal laws applicable to second-class matter, 
and with a view of bringing these articles to 
the attention of members of Congress, we 
would be glad to send sample copies of 
Printers’ INK regularly to all members from 
now until the end of the present Congress. 

Bearing in mind your repeated warnings 
concerning the danger of committing what 
are denominated “ irregularities,” we desire 
to learn whether sending the papers as above 
will be deemed by the Post-Office Depart- 
ment an “ irregularity.” 

If it were possible to favor us with a reply, 
“yves’’ or “no,” so that there may be no 
possibility of misunderstanding on our part, 
we would feel greatly obliged. We are, 

{our obedient servants, 
Geo. P. Rowe. & Co., 
Publishers of PrinTers’ INK. 


. 


WasuinctTon, D. C., Jan. 7, 1895. 
Geo. P. Rowell & Co.: 

Sirs—Your letter of the sth inst. has been 
received. I am not aware of any law or reg- 
ulation of the Department that prohibits the 
publisher of a newspaper or periodical from 
sending a sample copy of his publication to a 
member of Congress, the same as he may send 
it to any other person. 

Yours very respectfully, 
Kerr Craice, 


Third Assistant Postmaster-General. 


New York, Jan. 14, 1895. 
Hon. Kerr Craige, Third Assistant Post- 
master-General, Washington, D. C.: 
Dear Sir—Although your letter of Janu 
ary 7th does not exactly fit our inquiry o 
January sth, yet we venture to assume that 
it is intended to convey permission to do as 
we desire. Acting upon that assumption, we 
shall issue a —— card to members of Con- 
ress bearing the printed matter sent you 
erewith ; and this isto give-you notice that 
we intend to make each member of Congress 
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a onan subscriber to Printers’ Ink 
from now until March 4th, but that this 
postal card will not be mailed until Wednes- 
~~ jonuesy 16th. 

f there is any “ irregularity ” or danger to 
the rights of Printers’ Ink to be carried in 
the mails as second-class matter in this pro- 
posed action of ours, we rely upon you to give 
us information to that effect, so that we may 
avoid the danger by abandoning the plan. 

We are, 
Your obedient servants, 
Geo. P. Rowe. & Co. (B.) 


THE PROPOSED POSTAL CARD. 





By permission of the Third Assistant 
Postmaster - General we have placed 
your name upon the Mailing List and 
shall cause Printers’ Ink to be sent to 
sf address, weekly, until March 4th. 

e particularly desire that you will, 
from week to week, take a glance at the 
articles having a bearing upon laws and 
usages regulating postage on printed 
matter. They are sadly in need of Con- 
gressional Revision. 

Very respectfully, 
Paurrens’ INK. 


New York, Jan. 16th, 1895. 








WasuinctTon, D. C., Jan. 15, 1895. 
Mr. Geo. P. Rowell: 

Srr—My attention has been called to a 
printed circular, inclosed in your letter of the 
14th inst., and bearing date the 16th, in 
which you state that you had placed certain 
names upon the mailing list of Printers’ Ink 
by permission of the Third Assistant Post- 
master-General. I have never assumed the 
authority to give or to deny you permission 
to place certain names upon your mailing 
list, and your averment to this effect is not 
true. 

I have endeavored to state to you my inter- 
pretation of the law from time to time when 
asked by you. And in my letter of the 7th 
inst. I merely stated that I knew of no law 
that prohibited the mailing of sample copies 
to members of Congress. 

I am sir, etc., Kerr CRraiGz, 
Third Assistant Postmaster-General. 


New York, Jan. 16, 1895. 
Hon. Kerr Craige, Third Assistant Post- 
master-General, Washington, D. C.: 
Dear Sir—Under a former administration 
Printers’ Ink was mulcted $24,833.50 in 
extra postage for subscribers obtained on a 
lan chat was submitted in advance by the 
ostmaster of New York to Assistant At- 
torney-General Tyner, the law officer of the 
Post-Office Department, and had his ap- 
roval. By the present administration 
RINTERS’ INK was relieved of its burden; 
but its regular issue of November 28 was ex- 
cluded from the mails by an order from your 
office before a copy had been seen by you, 
although the precaution had been taken in 
advance to submit the issue to the Postmaster 
of New York, who saw nothing irregular 
about it. You warned the publishers of 
Printers’ Ink that to be guilty of further 
irregularities would jeopard the right of the 
paper to be carried in the mails as second- 
class matter; but after three attempts to 
learn from you how it would be possible to 
know in advance what would be deemed an 
irregularity, you finally said that you could 
not deal with hypothetical cases. In view of 
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the fact that a lar issue of PrinTERs’ 
Ink had been excluded by you on an hypothe- 
sis, and a wrong one at that, this reply 
seemed indefinite and unsatisfactory. Your 
answers to the letters of January 5 and 14 
leave the question still unanswered, whether 
it will deemed an irregularity to mail 
copies of Printers’ Ink to Congressmen for 
seven consecutive weeks. If your office is 
not the proper place for a citizen to apply 
for the purpose of learning what he may and 
may not do under the postal laws, the pub- 
lishers of Printers’ Ink would be glad to be 
told where it will be possible for them to 
ain such information. The tone of your 
letter of the 15th indicates that there will be 
danger in mailing copies to Congressmen, as 
ae og and on that account they will not 
sent. We are, 
Your obedient servants, 
£0. P. Rowe. & Co., 
Publishers of Printers’ INK. 


To the communication of January 
16 no reply was made. One might 
say, after reading the above, that the 
postage on papers to three hundred 
Congressmen for half a dozen weeks 
would not amount to any ruinous sum ; 
but the Department has ruled that the 
sending of too many papers to non- 
subscribers, even if the extra papers 
are all stamped, will constitute a reason 
for excluding the regular editions from 
the mails as second-class matter. 

aad 


THEY ARE FIGHTERS IN THAT OFFICE. 


Office of “* The Democrart,”’ l 
LeCrone & Mechler, Prop’s. 
EFFINGHAM, IIl., Jan. 14, 1895. } 


Editor of Printers’ Ink: 

Dear Sir—We have mailed you a copy of 
art of our Industrial Edition. Our reason 
or not mailing you an Industrial Edition 

Supplement is, that it has been denied 
second-class rate postal privileges by our 
local postmaster, although not a line of it 
contains anything but matter of local inter- 
est. Our case has been appealed to the De- 
partment at Washington, and we hope fora 
reversal of the loca stmaster’s decision. 
We have been offered the “ privilege’ of 
sending them out at 8 cents a pound, but 
have very respectfully declined the offer. 
We consider this a high-handed outrage, and 
in this the ~- of the county are with us 
to a man. e are fighters in this office, and 
propose to see that we have every right to 
which we are entitled—by ——! 

This isn’t the last of this case, whether the 
decision be favorable or otherwise. We shall 
be pleased to have you make any comment 
you may deem proper. 

Yours, etc., LeCrone & MECHLER. 
nr 
Be virtuous and happy, 
Is an adage old and true. 
Advertise and prosper, is 
The merchant’s point of view. 
—__ +o» —_ 
HE wouLp patronize no papers ; 
Ah, he knew “a better way ”’; 
He would get out some cheap dodgers, 
And was sure that it would pay ; 
So he sought an old “ rat’ printer, 
Got out dodgers many a score; 
And the dollar he invested 
‘“* Never came back any more,” 


BECAUSE. 


A well-known school teacher, ex- 
pressiag a preference for a favorite 
newspaper, recently said : 

I do not agree with many of the opinion 
expressed in the New York Sun, but I d: 
love honesty, manliness and courage. 

I would as soon miss my breakfast as the 
Sun. 

Every day I place the Sum on the reading 
table in my school for the pupils to read. 
And why? 

1. Because the news is condensed. 

2. Because I seldom find misspelled word 
in the Sun. 

3. Because the English language is used 
grammatically and rhetorically in the Sun. 

4. Because the punctuation is good. 

5. Because the editorial department is 
grand. 


There are thousands of people who 
believe the New York Sum the best 
daily newspaper ever published ; not 
on account of its opinions and peculiar- 
ities—but in spite of them. 


PRETTY GOOD. 


Toronto has 180,000 people and publishes 
seven daily papers. Every one of the seven 
has the largest circulation, and no human 
being can find out how many copies any one 
of the seven prints.—From PRINTERS’ Ink, 
Feb. 14, 1894. 

The spell has at last been broken. 
It is now known that the Toronto 
Daily Mail printed an average edition 
of 19,098 for every working day in the 
year 1894. That is a splendid issue 
for a place with less than 40,000 fam- 
ilies. 
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AND EFFECT. 
Mrs.. Shad—How is it your store is always 
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CAUSE 


full of flies and dust, Tommy 

Tommy -—I don’t know ma’am, but I hear 
aman say last week that it was because the 
boss didn’t advertise ! 
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Dr. Parkhurst 

has entered into 

a contract with 

THE LADIEs’ 

HOME JOURNAL 

by which he will 

practically be- 

come a regular 

editorial con- 

tributor to that magazine for some time. 
The great preacher says that he has 
for a long time past been desirous of 
saying some very necessary things to 
women, and he announces that he will 


say them through these articles. Dr. 
Parkhurst will begin this work at once, 
his first article appearing in the February 
issue of the JOURNAL. 


The Curtis Publishing Company, 
Philadelphia. 


New York: CHIcAGo : 
1 Madison Avenue 508 Home Ins. Building 
(Mr. E, W. Spaulding) (Mr. Thomas Balmer) 
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THE FUTURE DRAMA. 





The dramatist rushed into the man- 
ager’s office. 

‘*T have a great scheme for a new 
play,” he exclaimed; ‘‘ great! most 
unique idea ; great possibilities ; won't 
cost hardly a cent to stage, and brings in 
a double revenue. How? Simply in 
this way: 

‘** The play will be built as a vehicle 
for advertising. See? For instance, 
we will have an interior scene. The 
furnishings will be supplied by such 
and such a house, and we will call at- 
tention to the fact by a speech or two, 
The women will sit around and dis- 
cuss the bargains at the stores for next 
day. The men will mention that they 
smoke only a certain brand of cigars, 
and will name the best places in town 
to get a drink, and who carries the best 
line of men’s furnishings, etc. 

** You can follow out the idea. 

‘*The elevator in that particular 
scene will be built by So-and-So, the 
scenery will be painted on canvas fur- 
nished by Jones, the paints used bear 
Blank’s label, the brushes come from 
Smith’s factory and were made from 
the bristles that came from hogs raised 
solely by Brown.” 


A DEMOCRATIC PROTEST. 


Printers’ Ink is, without doubt, of more 
value to the business world than any publi- 
cation issued at this time or at any time in 
the past. It has had a successful career and 
is the admiration of all newspaper men and 
advertisers who are acquainted with its high 
standard of ex.ellence. Some time ago it 
was denied the privilege of the mails as sec- 
ond-class matter, for the reason that some 
one connected with the Post-Office Depart- 
ment saw fit to place it under the ban. Noth- 
ing seemed to release the wrath of the post- 
master-general, and he retired from office 
leaving the great wrong uncorrected. The 
Democratic administration came into power ; 
it admitted the injustice and reinstated the 
paper, wrongly, however, keeping the $24,- 
833.50 excess of —_ e collected in the past. 
And now comes the Democratic postmaster- 
general and refuses to allow a certain issue of 
that paper to go through the mails except at 
1o cents a copy. It is high time that our 
representatives in Congress should give us 
some sensible legislation on second-class mat- 
ter, and to curtail the extraordinary censor- 
ship now indulged in by the Post-Office De- 
partment in our own party, as well as that of 
the opposition. A little ess attention to the 
securing of Federal patronage and a closer 
attention to practical laws is what is needed. 
The first thing to commence on is the Post- 
Office Department. It now has power three- 
fold greater than the Czar of Russia, and can 
throw out any newspaper from the mails, if 
it so chooses, without reasons and — 
explanations. From its decisions no ap’ 
can be made. Gentlemen of Congress, “‘ w 
are you at?”’—Adbion (ind.) oud. 
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TITHE A FA PL 


The receipts of a certain dry goods store 
in this town, for the week preceding Christ- 
mas, averaged $80,000 a day; so one of the 
owners says: and we have no reason to 
doubt it. 

This firm is a constant and careful ad- 
vertiser. It uses discrimination in its choice 


of mediums, and 


The Sun 


IS ITS FAVORITE. 


If you have something to sell, tell the 
people about it. Perhaps you won’t take in 
$80,000 a day, but in due proportion you 
will do as well. That’s why we advise you to 


communicate with 


THE SUN, 
NEW YORK. 
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TH 
ST. PAUL 
GLOBE 








Stands at the Top 
Among Local 
Advertisers. 











THE SUCCESSFUL CON- 
S/DER THIS ONE OF THE 
STRONGEST RECOMMENDATIONS. 


a 


New York Office: 517 Temple Court. 


C. E. ELLIS, Manager. 
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CHICAGO 
DISPATCH 


Official Paper of the 
City of Chicago 
and of Cook County as well 
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FORECAST 1895. 


FOR ST. LOUIS AND VICINITY. 


Fair trade winds, with increasing velocity in all branches of 
business, followed by frequent showers of Dollars into the 
coffers of St. Louis Chronicle advertisers. 


Do you want to be in the 
Shower of Dollars? 


The ST. LOUIS 
CHRONICLE 


PTrrTTTrrrTr rT rT rrerrrrrrr rrr try | 
Guarantees to Advertisers. 


First—A daily circulation exceeding 100,000. 

Second—The largest daily circulation in the United 
States West of the Mississippi River. 

Third—Circulation in the One Thousand cities and 
towns surrounding St. Louis several times larger than 
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any other daily newspaper’s. » 
Fourth—A larger paid circulation than the com- 4 
bined circulation of all other St. Louis afternoon papers. 
Fifth—Twice the daily paid circulation of any ps 
other afternoon paper. 2 
N. B.—The above guarantees will be made a part +4 
of any advertising contract. @ 
e 
* 
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For Rates, Sample Copies and further 
information, address: 
E. i PERRY, Manager Foreign Adv. Dep't, 


53 Tribune Bldg., New York. 
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in the... 
City of Washington 


Everybody looks to 
the columns of 


The Evening Star 


for an advertisement of anything 
worth bringing to the notice of 
the public. They rarely waste 


time over other papers. :::::: 


Do you see the Point? 


«-e- 00-33 


THE MORAL 


is, that if you have any inducement to hold out to the quarter 
of a million residents and the throngs of strangers constantly 
visiting the National Capital you should use the columns of 
THE STAR. Not only does it guarantee the widest and 
best publicity, but its advertising rates are, in proportion to 
extent and character of circulation, very much lower than 
those of any other paper in the city. In a word, THE STAR 
practically covers the whole field, for it is read daily by more 
people in Washington than all the other papers put together. 


New York Representative: 
L. R. HAMERSLY, 
Room 49, Potter Building. 
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AN EAT MARKET. 
Warren, Pa., Jan. 9, 1895. 
Editor of Printers’ Ink: 

A restaurant was recently opened in a 
store on Royal street, in this town, which 
had formerly been a a meat 
market. The new tenant erased the first 
letter from his predecessor’s window Sign, 
and supplemented it, making it look some- 
thing like the accompanying sketch. The 

















window, though not particularly artistic, 
certainly attracts attention. 


W. L, PettinciLe. 
A CASE OF CONSCIENCE, 
Winpsor Hore. 
SHAMokIN, Pa., Jan. 18, 1895. 

Editor of Printers’ Ink: 

Knowing that you are an authority on 
newspapers, their circulation, etc., I am 
about to ask what may be advice of an un- 
usual nature, and sincerely trust that you 
will give my queries due consideration and 
an early and sincere response. I will merel 
state an analagous case at present, and will 
furnish particulars, name of publication 
meant, number one references as to my stand- 
ing, together with positive proofs of my 
charges in the very near future if your reply 
convinces me such is the course to pursue. 

Say I have been employed where I had ac- 
cess and, in fact, where it was necessary for 
me to look over the subscription list of an 
old-established weekly publication that is 
making several hundred dollars annually out 
of advertising that is secured from leading 
advertising houses and agencies upon the 
representation that its circulation amounts to 
877, when it really only runs off from go to 
roo papers per issue, that are divided up as 
follows: 

9 bona fide paid subscribers. 

40 delinquent subscribers. 

39 copies to advertisers. 

2 free papers (or deadheads). 

joanne and none by carriers. 

otal issue, 93. 

Are the perpetrators of such a bunco game 
amenable to the law for having obtained 
money under false pretenses, for perpetrating 
or es a paper for fraudulent pur- 

ses, or could the agencies and advertisers 

ring suit for the recovery of money of which 
they have been bled during the past three or 
four years? And do you feel that it would 
be fair and honorable for me to expose the 
fraud? Hoping to be favored by an early 
reply, I remain, 

Very respectfully yours, 

enry L. Lea. 


PRINTERS’ INK. 


TO GET A PILE OF CORN CHEAP, 
“Norp Iowa Herotp.”’ 
Exxaper, Iowa, Jan. 17, 1895. 
Editor of Printers’ Ink: 


} 


Inclosed find an advertisement which is 


running in Iowa papers. What is its object? 
; 











{$500 SPAN OF HORSES 
Given Away! 


, 
I will give to the person } 
sending me the ’ 


{ BEST BUSHEL OF CORN. 
IN THE EAR, 

From now until March I, 1895, | 

¢ A $500 SPAN OF MATCHED ROADSTERS, | 


7 


’ Send corn in bushel box neatly packed 
* and prepay freight. Murk your address 


on 
CHAS. LOVE, Albia, Iowa. 4 


P+ +o + +o +o +o +++ oo 


Yours, cee rR 
m. F, REINECKE. 


ap Jo = 
A HOOSIER ADVERTISING SCHEME. 


Office of Tue Fotto Co. } 
INDIANAPOLIS, Jan. 19, 1895. 
Editor of Printers’ Ink: 

The theatrical firm of Dickson & Talbott 
have hit on a rather novel plan for attracting 
attention to their new arcade, connecting two 
of the city’s main thoroughfares. They are 
offering a season ticket, good at all the 
theaters controlled by them, valued at $500, 
to any one who will suggest a suitable name 
for the building when completed. 

I have sent in the “‘ Royal Arcade,” and 
some of my reasons were: its gorgeous and 
really regal appearance; the coat-of-arms in 
the facade, and the crown shape dome sur- 
a edifice, are suggestive of the 
word. en the name is short, easily spoken, 
and more easily remembered. The initial R 
is the prettiest type in the alphabet, as all job 
printers will verify, while the monogram R 
A. signifies art in its highest realm—the 
Royal Academician. The tenants, I think, 
would welcome so high sounding a title, in 
advertising their location, and the sight-seers, 
that visit Indianapolis by the thousands, 
would relish an adjective so grand in relating 
their experiences in viewing the colossal en- 
terprise. 

s there are other concerns here called 
arcades, it is necessary to have a distinctive 
appellation, so here is a chance for some of 
the bright lights that often illumine your 
pages, to attend the theaters free when they 
visit the Hoosier capital, as the competition 
is open until March rst. 

Respectfully, 
MarGaret Bowman, 
Editor of Folio. 











> 
and store 

rowsy clerks ; 
Advertising done 
By jerks. 





Busy store, 
Trade is prime; 
Advertising all 
The time. 


PRINTERS’ 


A QUAKER AD 
A Philadelphia coal merchant thus adver- 
tises his business in the street cars of that 
cit : 
= How has your coal-bin been ? 
Have fires been burning badly ? 
Oh! few will better fuel have 
If you will buy of Bradley. 
————_—___ +o 


Ir for business you have a keen eye. 
And would wish to be rich beye and beye, 
Advertise what you sell; 
Do it wisely and well, 
And you’ll have lots of wealth when you 
deye ! 
——_+~e>—__—__ 
Tue prettiest thing the eye can see 
Is a neat and crowded store, 
With every clerk a busy 
And buyers crying, “‘ More.” 
The secret of this busy scene 
And this inspiring sight 
Lies in the use of printers’ ink, 
Which keeps off ruin’s blight. 
o 


Classified Advertisements. 


eS ee oe 
nded in one week in ad 


WANTS. 
Ge= HOUSEKEEPING. Ads. 


ye this er this head, twolines or more, 
ote oa Must be 


G \ OOD HOUSEKEEPING. Ads. 


W ANTED Small “half-tone cuts. Send proofs 
eid, .~ prices. DUPORT, North Elm St., West- 
eld, Mass. 


Parnes compositor desires char; 
Ivania. “A. C.,” 4808 
mount, Philadelphia, 
W4n.- —A design for for trade-mark for a 
heart remedy ; will pay $5 for one used. 
P. O. Box 385, Avon, Mass. 
pe a and continued sto stories exchan; 
advertis space. BRUFF LITERAR 
DICATE, woes h St., Philadelphia, Pa. 
1 Bee experienced man to solicit 
ertising for general Seency inc in ange 
and vicinity. Box 420, care Printers’ | 
We First-class all-around printer. 
tate 


in 
‘air- 
for 
SYN- 


pressman. No bum. 
wages and experience. TIME TIMES, Stroudsburg, Pa. 
== ope manufacturers and sta- 
tioners to sen les and 4 A 
prices. pr SUN PTG. Hod E, i 
h improv- 
* d, fn mdse or hardware. gig impor: 
is, 


, = new No. 6 Remington Standard 
writer. Every one who has seen iti We 

want eve! cae to know about it. WYCKOFF, 

SEAMANS & BENEDICT, 327 Broadway, N. Y. 


\ 7 ANTED—First-class, exy experienced ~ sy 4 
re solicitors, am or ladies, 
in it, “Address THE 


speatal scheme. on mo 
RMEKS’ MAGAZINE sane a 
jate with a fi 
ri 


\ ’ANTED—To n 
intend its circulation. 
years’ experience on three publications. 
references from former employers. Address 
* N 42,” Printers’ Ink. 
7 ANTED —To correspond with 
W have capital and push, to he 
one of the best # pails on t 
by 





1 6025 Fon So , Hy “ 


pe — who 

qe ~ 

and market. 

Hiss 
capital. A fort ome one in it. 

SACHEM MEDICINE C cO., Guilford, Conn. 


\V ANTED— —You see advertising schemes eve’ 
day—write yet See we about tit. We will 
pay = oy cents apiece. you can send us 
n a ann it Mf too tie send by express 
We will to under obl jons to you for your 
kindness. CAMP, Box 543, Des Moines, Iowa. 


INK. 15 
SAY Ey circulars and booklets, 10cen' 
humired paid for that I haven't p—— he 
of ; all different names. m 400, 95 William St. 
ANTED—A coun weekly of 500 to 1,000 
wis west ata, Also wena sina aa Tr 
ith low: ice, CO) Oo r 
= iculars. L. vena in confidence 
tod only to bona fide purchasers. 
SETTS NEWSPAPER EXCHANGE, Back 
Bay, Boston. a 


NEWSPAPER INSURANCE. 


HE YANK, Boston, Mass., wards off business 
death. 60,000 monthly. 








PA PER. 
M. a. & ag CO. furnish the paper for 
B e. We invite correspond- 
ence with ‘Teliab le bouses regarding paper of all 
kinds. 45 Beekman 8t., New York. 


PRESSWORK. 


EF you have a Jong run of presswork it will 
‘ou to consult us. it ‘oom 

city. Best of work. ost monsonaye 

F =RRIS BROS., 394-330 Pearl St., N. Y. 


——EE 
STREET CAR ADVERTISING. 
jommonrs figures are never beaten. 
e 


in the 
prices. 


(#48. SIDNEY SMITH, Spokane, Wash’n. 

A. J. JOHNSON, 2%1 Broadway, New York City. 
7RITE TO FERREE, First National Bank 

\ Bidg., Hoboken, N. J. 


| street car advertising, in New Engin ad- 
dress M. WINEBURGH, Times Bldg., N. Y. 


FS See Car Advertisin ng overzunere, 
W. LEWISCO., Girard Bldg., Phil’a, 
——— +e ——- 
ILLUSTRATORS AND ILLUSTRATIONS, 


‘ OLID TYPE talks in GOOD PORES EEPING. 
Illustrated ads show excellent. 


Sop TYPE talks inGOOD HOUSEKEEPING. 
ted ads show excellent, 


LLUSTR’D features for news| 


Ts and advrs. 
HARPER ILLUSTRATING SYN., Columbus,O. 


ANDSOME illustrations and initials for mag 
a weeklies a —e ogres 


c 
aS ILLUSTRATING CO., N CO. fd 
PMSend one week, an ou an outline ‘epvine free. 
on 


or old —- under 
business hi 44 WILLIAMS, 
84 Loan & Trust Bidg., Washi “Washingt 


fg ge cuts for m aes Pa cents 
column wide. They picture appro- 
vietany events in eve department of trade. 
Kam le sheets of cuts free. THE CUT SYNDI- 
CATE, 12 East 42d St., New York. 


PREMIUMS. 


NOs Button Fastener, patented 
for advertising 


change A oon 
of paper. J.C. TOWNSEND, M py 


pnenpelia, Minn. 


W E have the best premium or advertising 

article re pode —utility and re con- 
sidered. Send nts for ee and _ prices. 
W. Ss. RUSSELL» Mfgr., Cooperstow: N.Y. 


Few premium pur and di aah sale—The 
world’s es: a Rookh Dress Cutting 
System. Nothin lar for increasing sub- 
euription lists. rol ite exclusive sale 1 
Wering purposes. “ Favorite” 
aang machine, AM,- only practical Jom a 
h register. Entirely new ; just pa 
ory merchant subseriber to your 
come acustomer. The Oxford “ Jun or mm be 
machine, for children’s amusement and rat 
use. he only machine of its class ma 
e Farm and Ranch grinding m mill, 
as indispensable to the farmer as the sewing ma- 
chine is to the farmer’s wife. Write for PE se, 
yavoure MANUFACTURING CO., Dept. 8 
338-44 Wabash Ave., Chicago, lll. 


“y contro 
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: ADDRESSES AND ADDRESSING. 

L eee Pecans, sold or rented. Valuable 
fresh letters always in stock for 

aa. Write for ag xe sna 


rices. Medical let- 
ir Ges GWELL & CO., 112 
eager E 
BOOKS. 


LD books bought and sold. Send stamp for 
list. Lg J. CRAWFORD, 312 North 
7th St., St. Louis, Mi 
DANGER SIGXALA. aman a manual of poogtiens hints 
for general advertisers. Price, by mail, 50 
cents. ‘adres PRINTERS’ INK, 10 | A St. be 
New York. 


PRINTERS. 


Vs AN BIBBER’S 
ters’ Rollers, 


A Bese combination : Good Medison Wis. low 
prices. MAYER, R, Printer, Madiso 


pPaeeaee we make typ 
chase—ev' 

our pri 

&B 


e type, cases, stands and 
is ~ a \ printer nt 2 id 
ices are the is first. ALKER 

NAN, 201 to 206 William St. N. Y 


—_+or—___—_ 
MISCELLANEOUS. 
Gre HOUSEKEEPING. Excellent. 


Go HOUSEKEEPING. Excellent. 


QEND cabinet photograph an: and 35c. and receive 

\ 12 miniature photos. G. FAIRFIELD, Wind 

Gap, Pa. 

6s [‘ her Post-InTELLiGENcER Seattle has one 
of the four Frnt papers of the Pacific 

Coast.” —Harper’s Weekly. 

Wit: such buyers as Ar as Armour & Co., “ Mel- 
lin’s Food” Co., amnery Watch Co., 

Wagner Palace Car Co. y specialties 

is it not worth | 10 cents to Ieiow ay about them? 

Stamps will do. FRED MACEY, 172 Terrace 

Ave., Grand Rapids, Mich. 


ELECTROTYPES. 
gu SYNDICATE cuts, 30 cents each. 


A® cuts for any business. CUT SYNDICATE, 
12 E. 42d S8t., N. Y. 
DAY $1.50 and get our t our best half-tone poeta. 
vaca cuts at prices on on aioe 
rite us your wants. CHICAG 
GRAVING CO., 185 Madison St., Chicago. 


iB Vg Be best ad can be spoiled by a poor printer. 
We display = = ne es eng e eye, 

and also furnish elec JOHN- 

STON, Printers’ Ink Soon, 10 new "Ste N.Y. 


‘ee * =e write your own ads, but one thing 
—you can’t e your own ome. 
Think of | us ; $1.50 for best half tone cut ; Hon 
; like that and work the best. CHICAGO PHOTO 
ENGRAVING CO., 185 Madison St., Chicago 


———_+>>—_—_—_ 
ADVERTISING NOVELTIES. 
G IVE up booklets. Try a hundred inkstands. 
¥ They — H HELPS 


last years. H. D. P , An- 
sonia, Conn 


i veey wa anad. Send 10 cents for sample, 
4 wash and be convinced. THE a C- 
TION NOVELTY CO., 239 Broadway, N. Y 


Fo® the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once tor one dollar. 


[PRE LAUGHING CAMERA, the best advertis- 
ing souvenir or premium extant. con- 
trol it. Ample for your printing on it, $20 
per gross, and less in quantit Sam x a a 
quarter. JOHN JACKSON, Station K, 


‘Trou advertising schemes you see Al 
round ther them up—mail them to us 

y you 10 cents apiece—pay same for infor- 
id ion. We'd like to hear from some fellows 
who have guvod novelties. CAMP, Box 543, Des 
Moines, Iowa. 


PRINTERS’ 


INK. 
TO LE! LET. 
ya. Roston. Space. 
pmameres TYPEWRITERS. 327 Bway, N.Y. 


G OOD HOUSEKEEPING. 8; 
3 H. P. HUBBARD, tD, Mgr., 38 
G OOD HOUSEKEEPING. Space. 

x H.P. HUBBARD, Mgr., 38 Times Bidg.,N. Y. 


imes Bldg., N.Y. 


ADVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING. 


EO. W. PLACE, Newspape: spaper adv pavertiatng Lists 
rates, etc. 62 Broa 


gna DAY, New Market, =. J. ADVERTIS- 
S GUIDE, Se. a year. Sample mailed free. 


F you wish to advertise an ing, onyunare 
any time, write to the GEO. P ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 


y 7E don’t sell adv. space below cost, but we 

oom 9 _ crowd on Georgia business. 
} will pay 1 pay to ite before placing So. advertis- 
ing. SOHN BRATTON CO., Atlanta, Ga. 


MM EY earned is money money saved. The adver- 
tising which this mcy ho out dur- 
ing nearly thirty years money for 
our clients, and that has put us in a position to 
save their money for them. We ve done so 
Lag a business with the CY yy 
hem so promptly, and used them so honestly, 
that 2 ee give us every benefit of the lowest 
P and our clients get that benefit. No 
a eeney in the ¢ cout can do better in this re- 
spect. Will you w EL for our little booklet— 
* What LB td ag to advertisers. DODD’S 
ADVER NG AGENCY, Boston, Mass. 


ADVERTISING MEDIA. 
r]. HE YANK, Boston, Mass., 60,000 monthly. 





fig: OPTICIAN AND feo 96 Maiden 
Tane,N. Y. Ap ‘ood for 


careful ‘advertisers © 


aor advertise in Ohio res will get results. 
or particulars address H. D. LA COSTE, 38 
‘k Row, New York. 


rage rson advertising in PRINTERS’ INK 
<\ to the amount of $10 is entitled to receive 
the paper for one year. 


N vag fing a spe ges — one 
o e four owe the Pac: 
Coast.” —Harper’s Weekl 


Pwac (Ohio) CALL, = daily circulation, the 
Ohio cow 


dail — it 
with the ot er papers publisl published ‘A Piqua. 


Te METROPOLITAN AND RURAL HOME, 
N.Y., an agricultural and family journal, is- 
sues over 500,000 monthly. It pays advertisers. 


‘HE HEARTHSTONE, 285 Broadway, N. Y. 

Pp d-in-advance circulation of any 
similar monthly in the United States. Send for 
rates and sample copy. 


7 CAN’T get along without German adver- 

tising. The Germania Publishing Co., Mil- 
waukee  ablishes the banner German advertis- 
ing mediums. Circulation unrivaled. 


ARE you advertising in Ohio! We take it for 
granted that you are, and invite your atten- 
tion to the leading morning, evening and week! 
4 ina keading: city. e Dayton MORNING 
Es, circulat: ans ow sy ies daily; the | EVENING 
, 9,500 co) ae — issue, and the WEEKLY 
ES-NEW! ao 4 the representative famil 
L—— f Dayton, and with their combin 
circula’ com, Of 14,000 copies daily, ecously 
reach “the homes of that section yton is a 
rous city of 80,000, and the News oo d 
ong-established ve and have always 
enjoyed I the best poop i _ eg py 
support of the best A n n. For prices, 
ete. ocean H.D. TE, 38 Par Park Row, New 
ork, 








PRINTERS’ INK. 


BILLPOSTING AND DISTRIBUTING. 


> & JOHNSTON, adver advertising a 
n. 1581 Franklin Ave., St. Louis, 
P. 730 yth St., 


PRINTZ, distributor of savoring, snetier. 
N.E., E., Washington. 

LOAN & STUMPF distribute pao in & 
S “Giana and Westmoreland Cos. Indiana, Pa. 

4 he - DENVER ADVERTISING CO., advertis- 

ing distributors, 1730 Arapahoe st., Denver. 

A=. matter ng yp Oe buted. 

ffidavits furnished on all orders. Work 

on. Write for terms. 

nters’ Ink. 


ices _ will —- 
7 2 DLaTRIBUTOR, 


SUPPLIES. 


yan BIBBER’S 
Printers’ Rollers. 


"7 INC for oping. BRUCE & COOK, 19 Water 
8t., New Y 


[es a is ty, Beene printed with ink manufac 
W. D. WILSON PRINTING INK 
Co., L’t’d, tf Spruce St., New York. Special prices 
to cash buyers. 


C= letters = 3 reproduced and addresses 
rted $7.59 a rts can scarcel, 
maine — y P. VA) 


e Temple Chi 

mo 1,000 re me ‘ahem busi- 
83. OQ FER card is cheap. ae have them 
for only 12 kinds of busi however. State 
yoursand send forsample. GRIFFITH, AXTELL 
& CADY CO., Holyoke, Mass. 


\ TE sell envelopes s like Johnston sells rinters 
ink. 10,000 good XX 6% H.C. 

velopes printed with your card and delivered, 

f. o. pe for $10, . with order. 10,000 circular 

envelo action teed. 

SHR YOCK, Pr Printer, Zanesvil Zanesville, O. a 


| or INKS—Best in the moet, Carmines, 
12 cents an ounce ; best Job and Cut Black 
ever known, $1.00 a panes Lo my = Ink seen 
saves the world began, und. Illus- 
price list free od rr on. ee 
Witties JOHNSTON, Manager Ink 
Press, 10 Spruce St., New York 


> 


inse 
3 i — 


ADVERTISEMENT CONSTRUCTORS. 


D@==*- 


BP. Ads. 


A» SMITH. Baltimore. Washington. 


GQ MITH hasideas. Baltimore. Washington. 
‘ 


I McC. SMITH. Baltimore. Washington. 
. 


F McC. SMITH. Baltimore. Washington. 
. 


I McC. SMITH. Baltimore. Washington. 
. 


] USINESS literature—interested ! I assume all 
details of writing and Se CLIFTON 
WADY, Somerville (Boston), Mi 


]3 USINESS is business, and and om are ads. 
write ads. Mine 


make business and I 

please you. “ R. 8.,” care Printers’ Ink. 

Ns may, Sp ads made. by out of truth 
“ d ironed smooth, they 

ness takingy. a, Chiewe 

CURRAN, Box 899, C! 


W HY struggle till your — al go clinking, 
the box wherein you do your think it 
: hen i will write your ads as cute = winking! 
+ L. SMITH, Codman Bidg., Boston, M: 


yon the past three y — I have been 

dvts ey a living. m living Detenn 
year than I did last. Shall keep < on writing. 
DORA DELAND MILLER, Lock Box 339, Chicago. 


N component parts most rts most good ads are alike; 
Pr ian eee many good ints not found in 
others, that cost you nothi extra. Send 50 

‘ents for one, or a stamp for specimens. D. G. 
‘ARCHIBALD, 73 Nassau » Be 


Ads 
will 
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ee = or magazines the hurried man will 
r oft your verselet scan ; his tastes of- 
fended here, the full-drawn a attests fi 


use in'ad advertising t ag Consult SOmN ACK: 
SON, Station K, New York. 


(CODLIVER OIL, and Kidne Ki ine Cate, Ph 
book on the first subject--30 ads on 

the second. I’ll send yoo of either upon re- 

- y of stamps and a 

pete Retail ads with cute, ten for $10. W. W. 

ETT, 132 Nassau St., New St., New York. 


I LLUSTRATED ads usually | +4 more attention 
than plain ones. To rete ers only I furnish 
pay >be 13 ads and 13 cuts for I replace 

that are not@sat ory. ve sam 

$3 cash with order. CHARLES AU! 

Tes va Vanderbilt Building, New York. 


ic: of the shrewdest adve nae in the coun- 
"A ;_ says the pam- 
got up for him proves thet I'm the * Nes- 
~; of yo siness.”’ write ads; not 
permees, 5 
ent oe idea.” 
Station K K, New York 
Tera If you want 10 retail 
a AJ. . ring, ll think them 
and em ou! , payable on appro’ 
if you say so. a write long ads’ at this 
here from 10 to 75 words. Mec 
other sub; cost_more. 
= SCA. RO, Box 63, 
Station W, Brooklyn, N.Y. _ N.Y 
OLD on ! Don’t 
you me. lati 


JOHN JACKSON, 


oany 
nd to 


hay ve been particularly suc- 
d and 





ca out a com plete advertisi: 
business, including ads, leafle 
catalogues. WOLSTAN DIXEY, 
ing, New York. 


At SI ave ont potaon, wd, have the best ee 


in Ame y imate 
his abilities ay aE... by my clients. With is 

ted , circulars — book- 
ess 


aid I furnish illustra 
orders for d 
. lam 


scheme for om 
booklets 
86 Would Build- 


lets. {[ also acce; 
pn ba ao re mk — car cards, & 


Bde rawings, 
my aort pore to advertisersoniy. 
AS. AUSTIN ) ‘TES, Vane anderbilt Bidg., 


Dp =* business by mail y mail has prescran A 
—— about sen: 
stranger. He 


to see what ying 
before paying for i it, and iti is only right that he 
should see it. “ Money- back-if you-want it ’ has 
lost its charm. be? lan is one-sided and in favor 
of the! buyer. hen . = 7] Here is 
the plan: I = f advertis- 
ing matter for reputable folks — let them pass 
te ent on it. If they like it, they are Tn 4 
=? ut A don’t like it, the cost is no ng. 
x 283, Brooklyn, N.Y. Here 
ads, $7.50; eet lars, ie 
circu! 
ore ; nt lets, $1 a page; 10 medical 


$26. 


a ht if the lah 
retail retail 


and m 
6 inches or less), 
HAVE facilities fo for the pre ition of 
I Sy | aya prepara 


alsa 4 I ha e the best 
le papers = pen ve the 
business artist I know of, and amin touch w: 

two others who have special capabilities + to 
whom I give occasional employment, 1 furnish 
wri , drawings, engra’ 8, and complete 
electro if they are wan All of the 
ones Ss . Ly rf came Af Printers’ Ink 

and A -both are 


rts “y 73 is m ‘ambition to to ‘do 
> in typographs be else in my line. Tam 
willing to work id long and 


accomplish this — a N 

trouble for me if the result is 

impo. work of the best adv I 

es deserve it. ol _ doesn’t n 
Bick ”) ite to me about i. ., 

ROSTIN Vanderbilt Building, N. Y. 
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MERCANTILE LAW. 


AVANAGH & THOMAS, Commercial Law 
yors, Omaha, Ni Nebraska. Collections of 
wholesalers personally handled in Nebraska, Col- 
orado, South Dakota —_ Western lowa. Will go go 
mercantile law 
ebraska mercantile 
‘code furnished on 
us. Reference: W. 


ess west of Chi: ly 
laws complete ar and hee oy 


a ms 
—y > York City. 


FOR SALE. 


$3.50 Wwoitdws Work’ Athens, Ga. 


ee | ib Ly? aon INTELLIGENCER Seattle has one 
four Wookiy. papers of the Pacific 
Coast. 2 a 4 
po SALE — Leading Rey Republican mornin; 
Ss ee —_ Good plant ond | bas, 
reasons “7 ) a, 


‘or selling. 
Printers’ Ink. 


SNAP fora live man with a little cash. Good 

newspaper plant for sale cheap, if sold at 

once. Must sell. Write for particulars to 
8. C. WHEELER, Le Roy, Minn. 


$20 BUYS a second-hand Hoe press. All 
ready t» run. Prints paper 30x42. oan 
ont ied easy Just the thing to prin 
pnd pan f - BANGOR PUBLISHING CO. 
ne. 
pg eal Only paper and job plant in 
A Maine town of 3500, Jo b work over # 
jo ba | —_— seoanparbehonagge 0 Bn Fin ely 
uipped, wer, ete. Will — low. A 
dress B GAIN'C .,” care Printers’ Ink. 


N° 6 Remington n Standard Typewriter. A 
‘development—not an experiment. Many 
notable st rovements successfully incor 4 
rated into this new model. WYCKOFF, 8 
MANS & BENEDICT, 327 Broadway, New kon 


4 pot semi-weekly for sale—The offi- 
per in a Republican county of Cen 
tral r ork Business last year, $10,000. The 
whole or, half on reasonable terms. Address 
“D. A. J.,” Printers’ Ink Satisfactory reasons 
for sais. 
FOE 5 SALE-—The plant of the Wallingford 
Times Publishing Co., the only paper pub- 
lished in Wallingfo: Wallingford is a wide- 
awake manufacturing 2 of about 8,000 
inhabitants. Address C. HARRISON, Wal- 
lingford, Conn. 


OR SALE—The Bowanee Medicine business. 
Arare opportunity. Sales have amounted 
to over three times more than entire invest- 
ment. Almost fatal sickness of owner for past 
= ear sole cause for selling. BOWANEE MED. 
0., Dayton, Ohio. 
‘ie ‘Has been used machine, improved pat- 
st Is in 


Will goata ——_ 
use —— type. 


first-class 
a se with it. 
ause we must 
AXTELL: RUSA & CO.. Pittsburgh, 


a SALE—Double cylinder Hoe press. Near- 
ly new. Has movable roller carriages and 
two sets of ae ne pers per hour. can turn 


out upwards of oP on rs per hour. — = 
need it on account of of vino w web ae 
reasonable. Addi TBLISHING 
CO., Bangor, Maine 


ons yy eo lithograph press. Takes 
ie 30x40. In good condition. Three sets 
png “-. i duietame of stones (blue oA 
yellow), ran: from 3x4 to l 
hi lin a to start 
fo: 


lit bargain for cash. 
BANGOR Bel BLISHING CO. co., ~~ Maine. 


IGGEST chance for a sign © heard of. I 
have on hands the lease wy a building in 


conducted on the Central 


ge in 
i ruler. 


PRINTERS’ INK. 


. ARRANGED BY STATES. 


Advertisements under this head, two lines or more 
without hee ge = cents a line. 
Stacie Sucet Sipe is 50 cents a line. 
be handed #: i, A in advance. 


ALABAMA. 


MA rs are shy about exploitin, 
A“tE thetr mentee 3 “i 4 


ALASKA. 


N O Alaska paper is big enough to advertise in 
4 PRINTERS’ INK. 


ARIZONA. 


I papers are too modest to advertise 
ere. 























ARKANSAS. 


|= best paper in this State hesitates about 
asserting its excellence. 





CALIFORNIA. 


OS ANGELES TIMES—Southern California’s 
4 great daily. Foremost advertising medium. 


COLORADO. 


YOLORADO papers want page advertisements 
/ and have no use for small, classified an- 
nouncemen: 


CONNECTICUT. 


weecey TIMES: Hartford, com. 


T E UNION 
Bridi obs Co ‘onn. 

















Daily, 7,/ kly 3,5 
Western Conneciient thoroughly covered by the 


O. L. MosEs, New York Re 
Vanderbilt Bldg. — UNION 
CO., Bridgeport, Con 


THE c= HERALDS. 


WATERBURY SUNDAY HERAT 
BRIDGEPORT SUNDAY HERALD. 


Every nook and corner in the Nutmeg State is 
covered by them. By special trains and b: pony 
expresses ‘these two papers are delivered unday 
morning all over Connecticut. Special editions 
are sent into —— ae, New Haven, Meriden, 
Danbury and A 
Combined ciroulation, 30,900. 150,000 Readers. 


THE HARTFORD TIMES. 


resentative 
PUBLISHING 








WitiE O. Burr, Publisher. 
RvFvs I. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 


DELAWARE. 


Is JS such a little State. 


DISTRICT OF COLUMBIA. 


oy | 5 Ngee space and display than can 
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FLORIDA. 
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DF tRolr SUNS, ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 





HE ST. AUGUSTINE pa To yl. as ht 
‘7 kind of ple at the 
Pra NK G. BAR +a ¥ tice NY, 


IDAHO. 


‘APY Enrisirs ~ RA INK costs too 
+" - has something really 
or 


right way. 








Gan RAPIDS eeeade bats the | - 

outside were ed A 

AGINAW evening a and wee! ‘8. Largest 

S*ireul a — the Saginaw alley, Michigan, 

D* T ILL UaTear ED SUN, wee! er 

SUNDAY f°, 25,236. Ady. office, i7 Tem- 

ple Court, Ni York City. Books and press- 

room arenas os open inspection of advertisers 
or their representatives. 








ILLINOIS. 


} NFLUENCED A its —— city, Illinois 
is opposed to adve rising in newspapers ; but 
iv strong on posters and 


INDIANA. 
The Big Weekly | of the West. 


The AMERICAN TRIBUNE, lanapolis, nd. jae. 
is the largest WEEKL Y oe ee 


IOWA. 


Y OU_can reach the ple of Eastern and 

Northern Iowa, Sorthern Illinois and 
Southern Wisconsin by using the DaILy and 
WEEKLY TELEGRAPH que, Iowa. It is the 
largest and best medium. __ Give it a trial. 


LOUISIANA. 


QO. ).”N PRESBYTERIAN, New Orleans, wkly saa 
over Ala., Ark., Fla., La., Miss., Tenn., 


(‘ROWLEY SIGNAL covers field of its own. 
Sworn average cire’n for 1894, 1,687 copies. 


MAINE. 


























——-* Advertise where you will get pay- 
rns. Advertisers are well pleased 
with the PqLLUST RATED and SUNDAY SUNS, 
Detroit, Mich. Advert office, 517 Temple 
Court, New York City. Wr ad for full particu. 
lars. Circulation, 123,073 weekly. 


AGINAW COURIER-HERALD is the | 





pop. is th 
r further information ad- 
CUSTE, “38 Park Row, New York. 


MINNESOTA. 
TH DULUTH NEWS-TRIBUNE — The only 
morning daily paper. | aper. Established in aa 


Published at the head of the Great Lakes 

— Minnesota. daily pi) 4 
a Sunday 

New subscription : 
r ‘annum, $5; daily and 
y; per mon h, ‘a , per annum, $4; 
pa og r month, 4c. ; : y, per month, $1. 
PERRY LUKENS Jr. Bastern Advertisin Agent. 
juilding, "New York. A. E. tier, 


14,008; 
city i in Mich 








73 Tribune B 
Editor and Manager. 


MISSISSIPPI. 


I IKE the violet seeks seclusion. 
7) 











A DSi in THE INDEPENDENT, Farmington, Me., 
produce results and mail orders. 


BANGOR COMMERCIAL. 
J. P. Bass & Co., Publishers, Bangor, Me. 





Daily average, nearly 5,000 copies. 


Weekly average, over 16,000 copies. 
pot ott 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 


MARYLAND. 


| yon’ T take much stock in advertising; but 
when it must be done wants more space. 











MASSACHUSETTS. 


MISSOURI. 
A POPULAR query: “What will the FORT- 
NIGHTLY say a out it’ St. Louis. . 
|S ge DES GLAUBENS, St. Louis, Mo. Est. 
850. Circulation 33,000 Brings results. 
|= PACKER, Kansas City, Mo. Fifth in cir- 
culation of yo 4 newspapers. First in 
circulation of the trad my of America. 
Reaches meat packers, bute ers, oe, > 
cers, general merchants, grain and produce 
shippers and receivers. Best market paper pub- 
lished. 
MONTANA. 
ANACONDA STANDARD. Circulation three 


imes greater than that of any other daily 
or mi. paper in Montana: 10,000 copies daily. 


NEBRASKA. 


























40) WORDS, 6 days, 50 cents. ENTERPRISE, 
500. 


OMESTEAD, Omaha, oy weekl 


——- 
a paper in State.’ Av. cir, 9. neh 





Brockton, Mass. Circulation, 7, 

W "ONDERFUL !—Send 10c. to FRANK HARRI- 

SON, Boston, Mass.,and see what you will get. 

’ EW BEDFORD (Mass.) JOURNAL. Daily aver- 

4 age over 4,000. member us when placing 

vis in Southeastern Massachusetts. bine 

}. IGHT WORDS in the YaNKEE BLADE , Boston, 

. Mass., will bring you eighty mail orders. 

Check, with copy, at 40 cents a word, pays for 
iree mon 





FREIE PRESSE, 
Lincoln, Neb., 


65c. ; 
Write for particulars. 
NEVADA. 


[HE WEEKLY COURIER, Gepen. Six pages. 
All home print. Leads in Nevada. 


65° 


65c. 
65c. 











MICHIGAN. 


I ) ETROIT SUNS, 118,000 weekly. 
= CHANAN, Mich., is booming. Every citi- 
zen reads the RECORD. 
Jaen in COURIER-HERALD. Daily, 
Sunday, 7,000; weekly, 14,000. 


) AGINAW COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
S AGINAW COURIER-HERALD, largest circ 
"in No. Mich. Full Assoe’d Press aan 











6,000 ; 








NEW HAMPSHIRE. 


DVERTISES for summer boarders only, and 
they are not in season now. 


Established 1877 


The GRANITE MONTHLY 


Beautifully Mlustrated. 
pshire M: 


A New Ham 
FRANK E. MORRISON, Special Agent, 
TEMPLE COUR 








URT, NEw YORK. 
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NEW JERSEY. 


TLANTIC REVIEW, Atlantic City, guarantees 
a daily circulation of ae I@sa ite 








POPULAR adv. mediums : J.) 
; a NEws. «Bridgeton (S J. nash 
WExxiy News, 1, ntees cire’n. 





THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - = {5,500. 
Advertisers find (T PAYS! 


NEW MEXICO. 


To dry to advertise much. 


NEW YORK. 


ye OT AE 


yet NATIONAL PROVISIONER, cress of the 
meat & 4 meat & provision industries, 284 Pearl St.,N.Y. t.. N.Y. 


@ TORIETTE 


A Monthl ine of or! 
aly Meee vow yp Ba ig- 
Advertisers, a for special 


STORIETTE Pus. 
| at Building, New York. 


THE HOUSEWIFE, = 
Cireuation 75,000 Copies Monthy. 


Send for Advertising Rates and 
Specimen Copies. 























PRINTERS’ 





INK. 


M. LUPTON’S popular periodicals, Taz Pro- 
F * PLE’s HOME JOURNAL an and THE inicernace> 
> — A! Reg hg copies 
a Tr agate 
fine, loot tase and be aa AH, For sain ple 


copies and . Sa 
i PTON, p , 106 & 108 Reade St., N. Y. 


NORTH CAROLINA. 


PREFERS local patronage, which pays better. 


NORTH DAKOTA. 


roo cold to advertise in the winter. 


OHIO. 


’ | ‘HE whe “ere it is _ only Sunday paper in Zanes- 


hiich 


























r ew jae a EVENING NEWS leads its com- 

tors in local circulation—11,000 daily. 
abet cire’n of any Prohibition paper fa 

nation: BEACON AND NEw ER4, Springfield, O. 

Daw, MORNING TIMES and EV ia 
NEWS. Combined circulation 14,000 daily. 

\¥ SS ee VINDICATOR, 7,800 daily, 5200 

weekly. Leading newspaper in Eastern Ohio. 


« 6m HE leading Ohio the Aavoeiated Pr nn 
CaLL— Ae ag the Associa Press 
a York W 
HE TRI-STATE Gaon visits the grocers and 
ag merchants of Ohio, Ind. and Mich. 
ve — ou are not in it, it will pay you to 
TRI-STATE GROCER CO., Toledo, O. 
P'9%4, Ohio, has grown to be a city of 13,000, 
t is the third oy in this country in the 
| en of linseed oil, and “Piqua brand” of 
rd stands at the ’ ere are only 
13 cities in Ohio whose manufacturers pay a 
greater amount for labor.—New York Tribune. 


To Piqua, gato Oma. is the only daily paper 
ole: 























Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


Dayton and Columb bus 


live ep spaper a. is connected 
by electric railway with Troy, Ohio --a town 
avon miles distant, sg he a population of 4,000, 
ter circulation in 


qua CALL 
than any Troy ‘daily. For prices for space, 
any further sntoeme 


a of the rem ED LAX COSTE, 38 Park Row, N. Y. 





The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
Wittiam L. Miter, Advertising Manager, 
110 Fifth Ave., New York. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 


This is to certify that the Ctronlation gf 
THE DAILY PRESS AND KNI = R- 
BOCKER is Constantly Ineresting and that 
7? awe of copies day was 
State of New York, City and County of Albany. 
Sworn to before me bp I~ 16th day of _ 


. GALLOG! 
Notary Pt Public, Albany, N.Y. 
THE PRESS CO., Publishers, 
Press Bldg., Albany, N. Y. 


Ten Cents per week for the Daily and 
Sunday Press, 





OKLAHOMA. 


T= GUTHRIE DAILY LEADER, the leadin, 
morning paper in the Territory, accepts on 
vertising with the distinct and positive guar- 
antee that it has double the paid circulation of 
wt published in Oklahoma. F. B. 


OREGON. 


warts more space—or none. 


PENNSYLVANIA. 


Sse = pong ay has the largest 
paper. 

DUCATIONAL INDEPENDENT. school w’kly. 
EDINBORO PUB. CO., Edinboro, Pa. 

30, 000 WELL-TO-DO intelligent pons » 

cane -~ reciate a good thing when 

they 2 = it, read TIMES 

ing. ALLACE & ‘SPROUL. Chester, 

[ SPELLIGENCEN—pamr and WEEKLY, 

Doylesto Pa. 


’, 





any n 
Lucas, Adv. 


























every even- 
Pa. 





For guaranteed circulation see 
Rowell’s Directory. Always 
the leaders. 


~~ best mediums for 
advertisers’ purposes. 


RHODE ISLAND. 








Ho mcs GUARD, Providence, R. I. ; circulation 
; paid up subscription list. 
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SOUTH CAROLINA. ] MDONRIN GRIOULTURIST, Regine, Wis, 
TG, nemo poradar paperina mental 
south Carol eae ieeiecae sae” WYOMING, 
SOUTH DA KOTA T= ladies = Ly allow its newspapers to use 
NOTHING to advertise. CANADA. 
T E XA Ss. W ANTS reciprocity—not advertising. 
Tass bons fide weekly issue of 2,006 copies. _ SO. & CEN. AMERICA. 
aap Ty} —ty 4 PANAMA STAR & HERAID. 


and the BaPTisT OBSERVER, of Sherman, Texas, 
have been absorbed by thet STANDAR) 


rae POST : Houston, t=xas, 


ER REGULAR ISSUE? THAN fae 
Daly iN iN TEXAS. and is so guaranteed by 
ell’s Directo: ay yoaer 8 forfeit « 100 » ©. 
CKWITH. Sole a" Fore! vertising 
New York and Chi 








UTAH. 


W ANTS more space or none at all. 








VERMONT. 
T aE 4 cee ey in Saree. is the 


tion. “head o +—— 4 ~s Local advertisers fill 
its columns, 








VIRGINIA. 
TEES Pa A 








WASHINGTON. 


SEATILE POST-INTELLIGENCER. 








oe I* her Post-INTELLIGENCER Seattle has one 
of the four  ereas papers of the Pacific 
Coast.”—Harper’s Weekly. 
[HE TYPOGRAPHICAL REVIEW reaches all 

rinters in Oregon, Wash’n and British Col- 
umbia. Want to reach them! Box 1117, Seattle. 
elger == POST-INTELLIGENCER rantees 
\ ertisers double the circulation of an: 
per in the State of Mw eit 

ice, 93-94 Times Bldg. C. A. H —¥ 

A. lie RICHARDSON, Special Agent, 
une = 


sroxaxe SPOKESMAN REVIEW 





omens 
ern 0) 





Onl. 4 morning 
MAN Eonden yoy A. 4 
field No com tito, within see antics. Popula- 
tion Spokane, Lt The past an 
present history a ‘Spokan marvelous ; 
its future will be the wonder. of Western civili- 
zation. The is th ognized exponent 

of all the best oe og of Spokane and the vast 
country tributary to 





WEST VIRGINIA. 
occasion to advertise since the passage of 


0 
N the on 
N®% ee progressive and flourishi 
wideswakene Address the 
gov JOTHERN WEST VIRG ROPNTA N, Williamson, 











WISCONSIN. 


OYCOTT’S NEWS BUDGET, Spage weekly. 
Over 12,000 circulation guaran I 

) XCELSIOR, Milwaukee, Wis. The leadin 

German Catholic newspaper in Northw 





] 





P Most 
CLASS PUBLICATIONS. 


important journal in Spanish America, 


Advertisements inaerted un: under this ing, in 
the a; iate cost 25 cents a line, for each 
insertion. One line, without y or black- 
Saced type, , Sor $43, 6 





Jind the heading he 
made to 0 specially fit his case. 


ADVERTISING. 
PROGRESS, Washington, D.C. 
AGRICULTURAL JRAL IMPLEMENTS. 


FARM MACHINERY (Eli. St. Lor Mo. 
—_= rs, i uis, 


lest 4, in T Sears, years, - + 
Largest average for 12 months, 17 600. 
AGRICULTURE. 

HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
ARCHITECTORE. 

INLAND ARCHITECT, Chicago. Best in West, 
CARRIAGES. 
VARNISH, Philadelphia, Pa. 
COAL. 
COAL TRADE JOURNAL, New York City. 
DAIRYING. 
The American Creamery, Chicago. 
ELECTRICITY. 


BUBIER’S POPULAR ELECTRICIAN, the first 
and best popular electrical journa! published 


HARDWARE. 


THE HARDWARE DEALER. Actual a’ 
circulation past year, 8,430. 78 Reade 8t., 


HOMG@OPATRY. 
HOMEOPATHIC RECORDER, Phila., Pa. 
MACHINERY. 
MACHINERY, 415-17 Pearl St., N.Y. 15,250. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or, 
Medical Herald, St. Joseph, Mo. 
Tri-State Medical Journal, Keokuk, lows, 
Medical Fortnightly, St. Louis. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYP/WRITERS. 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 


N.Y. 
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PRINTERS’ INK. 








The Advertising Agents’ 
Guide and Teacher. 


«e-en<343 


WILLIAM ALDEN, 
NEWSPAPER ADVERTISING, 
9 Bosworth Street, 


Boston, Mass., Jan’y 18, 1895. 


Editor of PRINTERS’ INK: 


DEAR SIR: 

Some time ago there was a series 
of articles came out in PRINTERS’ INK as to the best 
method of advertising in separate States. In PRINTERS’ 
INK you stated that those several articles would be 
printed in book form. If they have been collected into 
book form I would like to have one. If not, would you 
please tell me when it will be issued. If you have a book 
on hand, please send me a copy and also bill, and I 


will remit. 
Yours very truly, 


This matter was all reprinted in the 
Year Book issue of PRINTERS’ INK— 
issue of Nov. 28th. 516 pages. Sent to 


any address on receipt of ten cents. 
Address, 
PRINTERS’ INK, 
10 Spruce St., N. Y. 


WILLIAM ALDEN. 
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Every One of My Best Clients 
Came to Me through 
The Influence of 
ae—Printers’ Ink. 





The particularly noticeable things about the results of my 
advertising in PRinTERS’ INK are: 


I. 
The quickness with which its readers respond to any specifie 
offer. f 
2. 


The long life of an advertisement. I frequently hear from 
ads published three to six months previously. 


3: 

The volume of the direct returns. I believe that in 1894 E 
used more than double the amount of space used by any other 
advertisement constructor. My earnings in 1894 amounted to 
a trifle more than $10,000, which I believe to be more than that 
of any other advertisement writer. Fully nine-tenths of this 
business came from PRINTERS’ INK readers, for while I adver- 
tised in other papers, the returns from them were barely enough 
to enable me to say that the advertising paid. I have been suc- 
cessful in my business, and I attribute by far the greater part of 
that success to Printers’ INK. If I have achieved more than 
others in my line, I believe it is because I have advertised nore. 


4- 

Every one of my best clients came to me through the influ- 
ence of Printers’ INK. A number of these are leading adver- 
tisers, known all over the country. As the direct result of the 
publication of page 422, on Sept. 19th, there came to me one 
of the largest advertisers in the world, with an order for $400 
worth of work. 

5.- 

It is a mystery to me how 20,00c¢ copies can reach so many peo- 
ple. I have received orders and cash from nearly every State in 
the Union, from England, Ireland, Scotland, India, New Zealand 
and New South Wales, all directly traceable to PRINTERS’ INK, 

I am well satisfied with the services of the “ Little School- 


master.” 
CHARLES AUSTIN BATES. 


Offices: VANDERBILT BUILDING, 
New York, Jan. 16th, 1895. 
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PRINTERS’ INK. 


A JOURRAL POR AD FOR ADVERTISERS. 


hy ee every Pee 4 Subscription 


a@ year. BY se Cents a copy ; 
5 k numbers. 

Ay subscri . 

ERs’ Ink for ‘the benefit of advertising patrons 
can obtain special terms on aioe. 

being printed from it is always 

to lesue a new edition of five hundred 

r number at same rate. 

© has not paid for tt is 


» it ~ ‘ie ~~ some Cer 


copies for $25, or a 
(= If any person w 
receiving PRINTERS’ INK, 

has subscribed in his nam: cers 
stopped at the SueaTion a 4 of n of the time re pala or. 
CIRCULA detailed statement of 


the annoy _< soples _ hg! oreey. issue of 
laced on file with “che 6 itor of x e American 
Direc circulatio’ 


the last year was 17,768 co ies; "for the last six 
months, yo copies ; for t last t' months, 
21,223 and for the last four weeks, 22 250 copies. 


G2 Orrices: No. 10 Spruce Street. 


NEW YORK, JAN. 30, 1895. 














THE Congressional comments on the 
laws and usages governing the trans- 
portation of printed matter, printed 
elsewhere in this issue, go to prove the 
correctness of PRINTERS’ INK’S con- 
tention that a law is too complicated 
and needs revision when a New York 

stmaster of twenty years’ experience 
is unable to properly construe it and 
members of Congress and the general 
public are unable to agree with Post- 
Office officials in their rulings and de- 
cisions. Even these officials, after 
twenty years of experience, find 
themselves unable to arrive at any 
tule, and are still obliged to decide 
each case as it arises, independent of 
any precedent of yesterday or last year. 


THE January 16 issue of PRINTERS’ 
INK contained a letter from the pub- 
lishers of Zhe Day, New London, 
Conn., complaining of the inconsist- 
encies of Post-Office rulings, so far as 
they have affected the mailing of their 

per. In the present issue publicity 
Is given to a communication of the 
same character from the proprietors of 
the Effingham (Ill.) Democrat. A peru- 
sal of the two letters will show that 
each writer regards his own case par- 
ticularly outrageous. The probabil- 
ities are, however, that neither of the 
two cases is any worse than hundreds 
that dre constantly occurring, and 
which nothing is ever heard of. If 
all the publishers whose business is 
injured were composed of the same 
fighting material as the Democrat 
people, Congress would soon be under 
the necessity of reorganizing the 
usages of the Post-Office Department. 
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THE deplorable strike of the trolley 
car conductors and motormen in 
Brooklyn, besides crippling business 
generally, has had a very marked in- 
fluence on several branches of adver- 
tising. Setting aside altogether the 
question as to who is right or wrong 
in the fight, we are forced to the con- 
clusion that the greatest sufferers from 
its effects are the general public, who 
use the cars daily, and the big store- 
keepers of the downtown and eastern 
districts. The stoppage of the cars, 
according to the heads of the large dry 
goods houses, has affected their busi- 
ness so much as to decrease their re- 
ceipts from 40 to 60 per cent. Many, 
in fact the majority of, shoppers have 
to travel several miles, and don’t relish 
walking such a distance. The falling 
off is perceptible in the diminished 
crowds in front of the store windows. 
As a result of the decrease of cus- 
tomers, the staff of salespeople has 
been curtailed and advertising ex- 
penses have been reduced, in some 
cases altogether suspended. This, 
of course, means a serious loss to 
the newspapers, for the great Brook- 
lyn merchants are usually liberal 
advertisers. Yet, as a solace for this 
loss, and as an instance of ‘‘ tempering 
the wind to the shorn lamb,” the news- 
papers are having enormously increased 
sales. There are, in round numbers, 
about 1,000 trolley cars practically idle 
in consequence of the strike, and most 
of them are what is known as ‘full 
time” cars. The advertising privilege 
for the spaces in these cars is leased to 
a company for the yearly sum of 
$15,000. This company cannot, of 
course, expect its customers to pay 
rent for the spaces they occupy during 
the period of the strike. Some allow- 
ance will have to be made for the 
number of days the cars were either 
inthe stables or run only with police 
and newspaper reporters for passen- 
gers. The railroad company, in turn, 
should make some allowance to the 
lessees of the advertising privileges. 
But the advertisers who get a real 
benefit, for which no charge can be 
legally made, are those whose cards are 
in the ‘‘L” trains or on the station 
platforms. During the strike they had 
at least twice the circulation they bar- 
gained for, and what is more, the bulk 
of the increase were people who never 

atronized the ‘‘L” roads, and there- 

ore probably had never seer the ad- 
vertising before. 
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WHILE your drummer is snoring 
away in a distant hotel your wide- 
awake ad is holding up your wares to 
would-be buyers. 


DoINnG business among a reading 
public without advertising is a good 
leal like climbing the stairs of a 
wenty-story building when the ele- 
vator is nine. 

A VILLAGE storekeeper exposes a 
oumpkin in his window and allows 
people, on payment of a nickel, to 
guess at the number of seeds it con- 
ains, promising a gold watch, as a 
prize, to the person whose guess proves 
nearest the actual number found when 
he pumpkin is opened and the seeds 
ounted. If the village paper should 
sive an account of this transaction and 
tell who got the watch, that paper 
would be excluded from the United 
States mails, because it contained an 
advertisement of a lottery. If, how- 
ever, the pumpkin is exposed on the 
counter of the store, where visitors 
could test the weight of it by holding 
it in their hands, and a gold watch is 
awarded on the same conditions, to 
the guesser who comes nearest to the 
exact weight, the local paper might, 
in this case, safely tell the whole story, 
with all imaginable particulars, without 
any risk of hazarding its rights to be 
carried in the United States mails. 
This is a recent decision of the legal 
adviser of the Post-Office Department 
at Washington, and is doubtless in ac- 
cordance with the law as it stands. 


THe largest daily circulation in the 
United States, as shown by the Ameri- 
can Newspaper Directory for 1894, 
was an average issue of 192,491 copies. 
The editor of the Directory reports 
that thus far in his work of revision 
for the issue for 1895, the largest daily 
issue is found to be an average of 
200,885 copies. It is remarkable that 
the paper establishing a right to the 
highest rating for either year is not 
printed in New York. In no other 
great American city is it so difficult to 
learn anything tangible about the 
actual daily output of the leading 
papers. The only exceptions to the 
rule, in New York, are the Lvening 
Post and The Press, Everybody knows 
nowadays that the average edition of 
the Weekly Tribune is a good deal 
more than 150,006 copies, but New 
York may be raked with a fine tooth 
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— without finding one man who 

ive even an intelligent guess as 
Poe e regular output of the Daily 
7; ribune. 


TRADING AT HOME. 


‘*How can the people be made to 
trade at home?’’ is a question the ad- 
vertising solicitor in an inland city or 
a large village frequently must meet. 
‘*‘What is the use of my advertising with 
you when every train out of here car- 
ries people to shop in B——, and the 
evening trains are loaded with return- 
ing purchasers?’ Now, no one who 
knows the situation will deny that 
these are facts, and facts that present 
a real problem in our interior cities, at 
least, to-day. There is an undeniable 
tendency to trade in a larger town than 
one’s residence, Jones’ Corners 
trades at the county seat, but the 
county seat trades at the metropolis. 
Some even say that it does not stop 
there, but that the ideal shopping 
place of New York City is Paris or 
London. It is certain also that some 
of the advertising firms that do the 
most complaining in this line are the 
most inconsistent in their own practice. 
It is not difficult for any ad-getter in a 
country town to name a dozen mer- 
chants who to his own knowledge go 
to the next largest city to buy every- 
thing they do not themselves handle, 
and never think that they are giving 
their neighbors cause to complain of 
the very thing they so bitterly resent 
when the shoe pinches their own foot. 
Sometimes it is amusing the way an 
advertiser will talk about this subject. 
‘*T never saw such a place as this,’’ 
said one of them, ‘‘ everybody rushes 
to B—— to do his trading. But then 
(complacently) I am getting a deuced 
good trade from G—— and M 
He could not, and I presume does not 
to-day, see any inconsistency in com- 
plaining of trade drawn away from his 
own city, and at the same time doing 
his best to draw trade away from the 
little villages round about. 

It will be found that the man who 
does the most—the most reliable and 
the most scientific advertising—does 
the least grumbling, and the reason is 
not far to see. They hold the cream 
of the home patronage by convincing 
it that as good bargains are to to be 
had as at other and larger places; they 
do not try to compete in lines unprofit- 
able with the bigger concerns ; they 
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know that bigger towns will get part 
of the trade, but they do not waste 
time grumbling over it. They are too 
busy getting trade from smaller towns 
near-by to take the place of such as 
cannot be held at home. Scientific 
advertising is the best antidote for the 
epidemic of trading away from home. 


SS 
IN COLUMBUS, OHIO. 


The talk of this city at the present 
time is the remarkable advertising be- 
ing done by the dry goods firm of 
Lockhart, Staley & Williard. Six 
months ago the firm took into partner- 
ship Mr. Lockhart, who has changed 
the once slow business house into the 
leading dry goods firm of Columbus. 
Mr. Lockhart is a strong believer in 
advertising, and as soon as his connec- 
tion with the firm became a fact citi- 
zens were astonished with page adver- 
tisements. 

Their first page advertisement repre- 
sented a long train of cars loaded with 
goods marked, “‘L. S. & W.,’’ with 
the large store in the background. 
The goods were reputed to have been 
shipped from an Eastern house which 
had failed. A saving of fifty cents 
on the dollar was the inducement of- 
fered buyers at this sale and then the 
balance of the page was used to give 
prices of articles in the stock. 

The same advertisement ran one 
time in Saturday’s edition of the two 
e¢ening English and two German pa- 
pers and on the following day in the 
State Journal. All the next week 
Lockhart, Staley & Williard’s store 
was so crowded that the front doors 
had to be closed by special policemen 
to keep buyers out. During the week 
large space was used in all papers, and 
on the second Saturday evening another 
page advertisement was run in the 
evening papers and also in the morn- 
ing paper of the following day. The 
whole advertisement was changed from 
that of the last page advertisement and 
another large cut was used, this time 
showing the crowds heading for their 
store on all streets which were sup- 
posed to be seen from the dome of the 
State Capitol. Long lists of prices 
were used as before, and this system of 
naming the prices of goods has been a 
vast success with the firm. The firm 
kept this manner of advertising up for 
some few months, each time having a 
new kind of sale. ‘‘ Assignments,’ 
**Sick Man’s Stock,’’ etc., were the 
large head-liners. The climax of com- 
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ment was reached when the firm start- 
led the readers of the daily papers 
with two whole pages. This has never 
been done before in this part of the 
country. A lengthy reading notic: 
was run in the reading matter of th: 
papers calling attention to the merit 
of the goods offered for sale and puff- 
ing the firm in an excellent manner. 
For the last three months their ad 
vertising bill for one newspaper wa. 
about $900, and it is said to thei: 
credit that the bill was paid immedi- 
ately. Mr. Lockhart is the writer o! 
the firm’s advertisements. 
* * 


All the many ready-made clothing 
firms in Columbus are owned by He- 
brews. There are many of that re- 
ligion who are the successful proprie- 
tors of tailoring establishments also, 
It must be said to their credit, how- 
ever, that one may go into any of the 
clothing stores and be sure of just and 
equal treatment. Many of the firms 


have the sign, ‘‘One Price Only,”’ 
painted on the walls, and they stick 
to the promise faithfully. The price 
of the article is invariably written in 
plain figures, so that all can read. 

* * 


If there are any firms that owe all 
they have in business life to adver- 
tising, it is the firm of F. and R. Laz- 
arus & Co. They are dealers in ready- 
made clothing, men’s furnishings, 
shoes, etc. Only a few years ago 
they started in business at their pres- 
ent location with but one small room. 
As the years rolled by, the adjoining 
property was purchased, until now 
they are called ‘‘The Mammoth 
Stores,’’ and comprise the largest 
ground space of their line of goods in 
Central Ohio. 

* + o 

There are stores in Columbus that 
cater only to the rich class of citizens. 
A story is told of an advertising so- 
licitor of a cheap evening newspaper. 
He was in the store talking up adver- 
tising to the proprietor. The latter 
turned around after a little and said, 
‘* Sir, I would not have an advertise- 
ment in your paper if you would give 
it tome. I would not have the class 
of people coming into my store that 
your paper would bring.’’ The retort 
was so emphatic that there was noth- 
ing for the solicitor to do but beat a 
retreat. 

* * + 


A novel, and I think original, scheme 
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was instituted in this city previous to 
the holidays. It is in a section of the 
city that has just been reached by an 
electric car line, and which the com- 
mittee have decided to call ‘‘ The 
Hub.’’ The ground comprised ex- 
tends four squares each way, and on 
each crossing of the street there is 
raised across letters attached to gas 
jets which read, ‘‘The Hub.’’ At 
night all four arches are lighted, a 
standing advertisement for the new 
organization. 

Fifty-one retail stores comprise 
‘The Hub Board of Trade,’’ and 
each week they hold meetings for the 
advancement of the association. Prizes 
of $200 in money were given out on 
Christmas day, and a new series of 
prizes to the amount of $400 are to 
be given out Easter. The dues 
amount to $1 per week for each mem- 
ber, and that money goes to make up 
the prizes, to pay for the advertising and 
other expenses. When ‘‘ The Hub”’ 
was started, page advertisements 
were used in all of the city papers. 
A cut representing a hub of a hed 
with spokes, was run, the spokes 
dividing the different advertisements 
of the firms represented. This large 
space was run once a week four times 
in all papers. 

Success has attended the scheme, 
and all the firms in it are pleased. 
The object is to have consumers deal 
with stores in the locality designated. 
With every small purchase a ticket is 
given which represents the amount 
spent, and when one saves up one 
dollar’s worth he is entitled to a prize 
ticket. When the time comes for dis- 
tributing the prizes, the stubs of the 
tickets are thrown in a barrel anda 
committee of well-known men are 
blind-folded and pick out as many 
cards as prizes offered. 

At Christmas there was one $100, 
one $50, and ten $5 prizes given out. 

LEwIs GARRISON. 

Columbus, O., Jan. 18, 1895. 


————_ +e 
THE ARTOGRAPH. 


A CURIOUS INSTRUMENT THAT WILL 
PLAY AN IMPORTANT PART IN 
AD ILLUSTRATING, 


The writer had been constructing 
advertisements of ‘‘the artograph,”’ 
and the other day he went into the 
Lincoln Building in Union Square to 
examine the instrument. 
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The proprietor, W. D. Henry, was 
too busy answering his mail to go 
much into details. 

‘*It’s four months ago I began ad- 
vertising it. Used only two or three 
leading magazines, and I now have a 
mail so big that my stenographer’s 
‘busy day’ is every day. Had forty- 
one orders last week. 

‘*It works on the principle of the 
lens and the mirror. Throws an 
image in natural colors on the drawing 
board, either larger or smaller than 
the object itself—as you wish. Take 
a two-inch photo and make a life-size 
crayon or a campaign transparency. 
Take a twenty-story building from 
life and get it accurately reproduced 
in a three-inch or a half-inch space. 

‘*The machine does the work, with 
the exception of sketching or painting 
the reflection, as it appears on the 
drawing board. Here’s a sketch of 


the enlarging process, from my ad- 
vertisement in the Cosmopolitan : 


Il 

















ENLARGING (FROM PICTURES AND OBJECTS). 


‘*Here is the picture I use to illus- 
trate the reducing process : 


REDUCING (FROM NATURE). 


‘‘That curtain that envelopes the 
reducer? It’s part of the outfit, like 
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a photographer’s dark curtain, and 
folds up with the rest of the appa- 
ratus, which can be carried around as 
easily as a small camera. 

‘‘For advertising purposes? Of 
course. All any one of ordinary in- 
telligence and a slight knowledge of 
drawing has to do is to focus in the 
to-be-advertised article and sketch its 
picture in any size desired. It will 
probably need a whole shoal of new 
advertising artists, greatly increasing 
illustrated advertising, while reducing 
its cost. 

‘*Can you work in chalk plates with 
it? Yes, as easily as one can draw on 

r. 

“It may even come into advertising 
use in another way, as it can be used 
as a stereopticon, with anything as a 
subject and no slides.”’ 





Snide hlliaaieti er 
A LOCAL ADVERTISING KING. 





Mr. M. HEIMERDINGER. 


The leading general advertising 
agents of the United States are pretty 
well known to everybody, and their 
importance in the newspaper world is 
duly recognized. Owing, however, 
perhaps to greater modesty on their 
part, the same cannot be said of the 
agents who confine themselves to plac- 
ing the business of local advertisers. 
Nevertheless, of the total amount of 
money expended annually in advertis- 
ing, a considerable proportion of it 

es through their hands, and a 
large quantity of the space in the 
newspapers of all our big cities is 
filled with matter furnished by them. 
In consequence of the vast volume of 
local advertising done by the New 
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York merchants, the amount of busi- 
ness by some of the local agents of 
the metropolis is enormous. In view 
of this, the following remarks from 
an article in the New York Advertiser, 
in regard to the largest local advertis- 
ing manipulator in New York, and 
probably the country, may be interest- 
ing to the readers of PRINTERS’ INK: 


One of the largest contributors of local 
advertising to the newspapers during the last 
eighteen years has been Mr. M. Heimer- 
dinger, from whose office in the Pulitzer 
Building hundreds of thousands of dollars’ 
worth of business goes out annually. 

Mr. Heimerdinger has had a remarkabl 
successful career, starting off as special = | 
vertising agent of the 7elegram years ago, 
and during his connection with that paper, 
and since, has established a reputation for 
honesty and fair dealing that has made him 
hosts of friends among large advertisers 
and newspaper publishers. His quiet, unas- 
suming air has made him a general favorite. 

Mr. Heimerdinger may almost be said 
to have originated the 'arge display adver- 
tising now so general in this city. His 
methods are bold when justified by cir- 
cumstances, and he has handled some of 
the largest amounts of local advertising 
ever placed in single newspapers. 

The offices of Mr. Heimerdinger are splen- 
didly adapted for the handling of advertising, 
and he has facilities for Y pene advertise- 
ments quickly, cheaply and successfully. 





AN ADVERTISER "S QUERY. 


A. H. Fucn’s CLoaxk Dep’t. t 
Sr. Louis, Mo., Jan. 17, 1895. 


Editor of Printers’ Ink: 

By the courtesies of the St. Louis Re- 
public, we get your book every week, and 
carefully study every page while you con- 
stantly put forth advantage and profit of 
newspaper advertising, circulation, etc. Not 
a word is said as to what is due the adver- 
tiser from the newspaper; the main object 
seems to be—impress the space buyer how 
many papers are gotten out and the rate sed 
line. No promise is given that the quality 
of white paper used will be of a kind that 
will print clear and fine. Not a word said to 
the effect that type of new and modern 
design will be used ; that borders and general 
make-up will be up to date. The advertiser 
has no protection that the paper will not 
deal in news matter, and put it in such dis- 
gusting shape that decent people won’t have 
it in their homes. In other words, the man 
that holds the bag Aas absolutely nothing 
guaranteed. He must pay whether returns 
come or not. 

These thoughts are suggested by the clean- 
cut appearance of Printers’ INK. o news- 
paper shows anything like it. We know the 
newsman will say, can’t do it on fast sr | 
presses. Let them try a finer calende 
paper, and see the result. There is certainly 
more due the men that make newspapers 
what they are than is given by the profit 
reapers in the news trade. i 
e do not belong to the class of chronic 
fault-finders, but we do wantto hear from 
‘you. What is the verdict? Have wea case 
or not? Very truly, 

E. C. Moutton & Co., 
Cloak Dept. A. H. Fuchs. 
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WHAT $150 DID. 





WHAT EIGHT LINES IN GOOD NEWSPA- 
PERS AND PLENTY OF PERSEVER- 
ANCE HAS DONE FOR A PATENT 
MEDICINE ADVERTISER. 





‘“*T am selling my medicine in every 
city and in every State,” said W. H. 
Muller, a druggist of University place 
and Eleventh street, New York. ‘‘I 
started to advertise eight years ago 
with only $150. I never have ex- 
ceeded $3,000 in a single year, but 
my advertising is selling ‘Famous 
Prescription 100,3,84’ through many 
of the leading drug stores all over the 
country. I started 
with four lines in 
the New York 
dailies. I never 
have exceeded 
eight lines, which 
I still continue to 
run in the Sun, 
Herald, World, 
Recorder and 
Press, with the 
Evening Sun, 
World and News. 
Through this ap- 
parently trifling 
advertising I have 
been able to reach 
people as far away 
as New Orieans, 
where to-day I am 
selling an average 
of 2,000 bottles a 
year. There is a 
demand for my 
medicine even from 
California. 

‘*I never have 
used any except 
New York papers, nor have I ever ex- 
ceeded this very limited space. 

‘*I was a believer in advertising at 
the beginning and knew that, if I 
started in with a determination to 
stick to it long enough, I would 
get results that would justify my in- 
vestment, 

‘*As I have said, I started in 1886. 
In 1891 my advertising had paid for 
itself, and since then I have been 
making a nice, clean profit.” 

Mr. Muller showed me some of the 
advertising that he had been using, of 
which the following is a fair sample. 
It is clipped from the Evening World, 
where it has position, almost in- 





WitiiaM H. Mutter. 
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variably, under and next to reading 
matter : 


Famous [00,3,84 
SINCE THE WAR. 


Rheumatism radically cured in every case 
since 1861 with Famous Prescription 100, 84s 
repared by Muller, 42 University Pl., Vv ° 





uscular, Gouty, iatic, Inflammatory, 
&c. Pleasant to take; 75c. bottle. Drug- 
gists. Book free. 





‘*Do you attribute your out-of- 
town sales to your advertising in the 
New York papers?” 

“Certainly ; I sell more than half 
out of town, but advertise only in New 
York papers.” 

‘*How much of a radius does this 
apply to?” 

“* Almost * every- 
where.” 

“San Frane- 
cisco?” 

‘*Not as much 
as New Orleans 
and Memphis or 
Atlanta. My trade 
is excellent all 
through the 
Southern States.” 

“Do you find 
that it is necessary 
to give long credits 
in the South?” 

‘““No; every- 
thing is 30 days or 
c. 0.D.” 

“* Was not your 
trade, being on a 
cash basis, injured 
by the hard times 
of the past year?” 

‘““No; I have 
had no requests for 
longer credit.” 

‘** None South ?” 

‘*No; they generally pay ten days; 
two off.” 

‘* How did you happen to run across 
this remedy, Mr. Muller ?” 

‘* When we bought the prescription 
books from Hegeman we found this 
prescription on the books, and so many 
people came around for renewals of it 
that I selected it as something suitable 
for advertising ; I had had the adver- 
tising idea in my mind for some 
time before that. I began with 
$150 and gradually increased it. 
Three thousand dollars is the largest 
sum I have ever paid in one year 
for advertising. I have increased 
the number of papers, but never the 
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space. 
shall increase the space. 

**From what papers do you get the 
best results ?” 

‘*From the World.” 

‘** What of the evening papers ?” 

“The Evening World ; next to that 
the Evening Sun.” 

Mr. Muller began running last sum- 
mer some advertisements in the Zven- 
ing Sun and World for his Bismarck 
Bitters, and he proposes the same plan 
with it that he has employed in the case 
ot ‘‘Famous Prescription 100,3,84.” 

‘*T know that Bismarck Bitters will 
eventually prove a much better seller 
than the Famous Prescription, but it 
will be some time, of course, before I 
shall actually get results which will 
make it pay. However, at the end of 
five months I find quite a demand for 
it has been created among many drug- 
gists.” 

This is the advertisement that Mr. 
Muller is running in the Wor/d and 
Sun: 


I do not believe that I ever 


” 





Enjoy Life. 
IsMARCEK 
BITTERS once a day 
will give you a strong stomach and an active 
liver. Cures Headache, Dyspepsia, Debili- 
ty, &c. Keeps you well preserved. Sold 
everywhere. 75c. and $1.25. BUILDS UP. 
Depot: Muller, 42 University Pl. N.Y. 





Famous Muller’s Prescription for Rheu- 
8 matism and Gout. cure in 
100,3554 every case. 75c. bot. Druggists. 





‘*Tam using only sixteen lines. I 
exceeded that space a trifle at Christ- 
mas time, when I advertised the bitters 
as a good Christmas gift for grandma.” 

‘**Do you place your business 
through an agent ?” 

“Ves,” 

‘* Does he prepare your advertising?” 

‘*No; I prepare it myself.” 

‘*Then, I suppose, you place it 
through him to save trouble and com- 
mission ?” 

** Not to save the commission, for I 
allow him all there is init, and I do not 
think that his commission is any too 
high, either.” 

Mr. Muller went on: ‘‘I am very 
‘sticky,’ too; I kick at the smallest 
thing and want full satisfaction, yet I 
believe the agent deserves his full com- 
mission.” 

This interview was not sought by 
Mr. Muller, and as he found himself 
drawn into discussion of his methods 
of advertising, it dawned upon him 
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that his experience might prove profit- 
able to other druggists and tempt them 
to emulate his example, thus building 
up competition for himself; but he 
had told the story of his success and 
did not refuse the reporter the priv- 
ilege of printing it. 
ADDISON ARCHER, 


>> ——___ 
**CLOTHING ON CREDIT.” 





INTERVIEW WITH TWO OF ITS 
ADVERTISERS. 


AN 


‘*T believe in being very matter of 
fact,’’ says Mr. Boyle, of Boyle Bros., 
one of the largest clothing-on-credit 
firms of Boston. ‘‘When I write a 
witty or acatchy ad or an ad unusual in 
any way, I read it over to myself, show 
it to my partner and the boys in the 
office, enjoy their praise, and then— 
tear it up. 

‘“*Then I write a plain matter-of- 
fact statement, put everything strongly, 
simply, sincerely, and sit me down to 
receive the people who come in reply 
with serious, earnest consideration. 

‘*T tell you life isa serious thing to 
the man who buys clothing on credit, 
and he regards the man who treats such 
a solemn subject with levity as a per- 
son to be shunned and despised. 

‘*T don’t dare exceed the common- 
place except in the matter of type, 
when I come out in plain gothic, and 
not too much of that. Then I tell a 
story straight to the point —about 
goods, prices and terms of payment, 
and something that will fill the soul of 
the reader with a passionate longing 
for what I sell and complete confidence 
in my way of selling it. 

‘* People are naturally suspicious of 
credit men, and they can only be 
brought to buy through appealing to 
their common sense and credulity, and 
there are thousands on thousands of 
very illiterate people, even in cultured 
Boston. To reach them is my con- 
stant study. I want a novelty that 
will go into their homes and teach 
them what I would say to them, what 
I have said to them in person in my 
trips through the New England cities. 
There are so many of them who can’t 
read but who can wear clothing and 
pay for it, too, that I sometimes de- 
spair. Know of anything that will 
appeal to them ?”’ 

‘* As to packs of playing cards with 
pictures of suits of clothes, overcoats, 
dresses, jackets, etc., on the backs, 
which have been suggested to me, 























they would never do in the world, 
for factory people don’t care a rap for 
card playing. You can’t reach them 
through their amusements. 

‘“‘T have settled down to using the 
Boston Globe. It reachesa great many 
thousands of the classes who can read 
some, and they, together with the het- 
ter classes, who read the Giode too, 
make a fair constituency.’’ 

The other Boston clothing-on-credit 
idvertiser, Mr. Washburne, does not 
depart radically from Mr. Boyle’s ideas, 
but does go into novelties, having some- 
thing novel in his window all the time 
—sometimes a man riding a bicycle 
that’s stationary, and inscribed with its 
price and weekly terms; again the 
scores at sporting events, and so on. 

Carey & Sides, credit clothiers of 
New York, believe in the same logic 
that Mr. Boyle uses. 

‘Give me an ad that has ‘ Credit,’ 
‘Clothing’ and our name in big type, 
and fill in the rest with small type tell- 
ing our facts and figures, and you have 
my idea. I don’t object toa nice little 
opening about the pleasure or necessity 
of buying on credit, but the eye will 
be caught every time by the words 
‘credit’ and ‘clothing’ if the man 
really wants clothing on credit, and 
the small type will do the rest. I use 
the evening papers— World and Sun, 
and the Sunday World, Sun, and 
Morning Journal.” 


THE QUESTION IN HIS MIND. 

CuiIcaGco SocirETY OF PROOFREADERS, 
S. K. Parker, President, 

2210 Michigan Ave. 

R. W. Norwood, Secretary, 

4oro Cottage Grove Ave. 
E. T. Gilbert, Treasurer, 

144 Monroe Street. 

CuIcaco, Jan. 17, 1895. 


Editor of Printers’ Ink: 

I have just read the letter of Jasper Blines, 
Alexandria, Mo., which appears in your issue 
of the 16th inst., concerning Frank Siddall’s 
“Don’t be a clam” advertisement. Not 
having seen this advertisement for a long 
time, the question in my mindis: Did the 
manufacturer get rich and retire from busi- 
ness; or did he make an inferior article 
which failed to hold in the market? If the 
former was the case, it proves the effective- 
ness of advertising; and if the latter, it 
points the moral that only by intrinsic merit 
can anything gain the confidence of a dis- 
criminating public. S. K. PARKER. 
+> 
ApvERTISING is the key 
That opes the door Prosperity. 





—__—___+o+> 
WE believe an intelligent Sioux 
Could teach his own tribe how to dioux 

A good, steady trade 

By the practical aid | 
Of ads that are striking and nioux. 
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WITH BOSTON ADVERTISERS. 


The usual relapse which follows the Christ- 
mas and New Year’s rush in advertising has 
failed to come this year, and everything is 
booming in the Boston advertising world. 

ee 

It is a strange fact that nine out of every 
ten clothiers’ ads in the Boston papers make 
mention of the new tariff as the cause of 
“goods at half price’; “profits thrown 
away”; ‘“‘goods almost given away,” and 
other display lines. However much the new 
tariff has caused low prices, it has boomed 
advertising in great style. 

ee oe 

The Plymouth Rock Pants Co., of ** Do- 
you-wear-pants ?’’ fame, have dropped this 
old phrase and have adopted as a new one 
**Uncommon pants at common prices.”” The 
change does not seem to be for the better, for 
the old line had great value as a catchy 
phrase. This firm are getting the people on 
to the new phrase by half-page ads in all the 
dailies. They have converted a show-window 
in one of their stores into a barn-yard which 
contains a dozen Plymouth Rock hens. This 
causes talk, and I suppose that is all required. 

* # « @ 

The X-Alia people are getting themselves 
talked about by using lots of printer’s ink 
and by covering every inch of material on 
the streets of the Hub with invitations and 
entreaties to use X-Alia. 

: & * * 

The wrecks caused by the recent storms 
brought thousands of people down to the 
wharves to see the battered-up vessels, and 
several shrewd advertisers were smart enough 
to decorate the sails of some of the vessels 
with the facts that “‘ Brown’s Syrup Cures 
Colds,” and ‘“Smith’s Rubbers Keep the 
Feet Warm.” As the weather was very cold 
and the breeze from the harbor anything but 
pleasant, the facts struck tender spots with 
great force. J. Syme Hastincs. 


ecnimeceettiipeieineinens 
NEW IN THE NORTHWEST. 


“THe LuMBERMAN.” 
MinneEapPouis, Minn., Jan. 14, 1895. 
Editor of PRINTERS’ INK: 

It has been said “‘there’s nothing new 
under the sun;’’ may be that’s a fact, but 
here’s something (from the River Falls, Wis., 
Journal) that is entirely new to me in the 
way of “‘inducement”’ to buy shoes: A 
$100 accident policy, good for go days. 

They must make big money on the shoes 
to take such risks on every pair, don’t you 
think it? C. E, Bennett. 








—~+>>— 
Keep your business always rising 
By constant, careful advertising. 


> - 

Ir has never happened since that time, as it 
never did before ; 

The man who never advertised was crowded 
to the door! 

And as the throng expanded still, his smile 
more broad did grow— 

“*Ha, Ha,’ he laughed, “ my printer-man, 
ha, ha! I told you so!" 

But the people seemed to hesitate, till some 
one said “‘ By gad,” 

“ This ain’t the store, they’ve got the number 
twisted in the ad!” 

And as they hurried out again and quiet 
reigned supreme, ' 

“ John, write me out an ad,” he said, “I 


think I’ll try the scheme! 
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Many an ad at random sent 
Finds trade the merchant little dreamt. 


Tue Frank B. White Co., of Chicago, have 
closed a large advertising "contract with D. 
M. Osborne & Co., of Auburn, N. Y. The 
concern is also putting out a line of business 
for Ames Plow Co., of Boston, and several 
other Eastern people. 


Displayed Advertisements 


so cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








OP; —_ yD Engra . Photo Elec- 
Sh Eng. Co.,7 New Chambers st., N. Y 





AW DEESSES to let direct from letters. Good! 
J. H. GOODWIN, 1215 Broadway, N. Y. 
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{ Can Help You Get It. 


it POP F] MYER Artist Thinker and 


y Writer of Advertising. 
Offices: 175 & 176 Times Building, 
NEW YORK. 

“ How I’ve Helped Others Get It” (in book form) 
25 Cents. 
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The [ribune 


Oakland, Cal., 


Furnishes a sworn average circulation 


statement for 


1894 


-| showing the average circulation to be 


Daily, 8,715 Copies, 
Weekly, 5,769 Copies, 


which is fifty per cent more than that 
of any other paper published in Ala- 
meda Co. 





For further information, address 


E. KATZ, AGenr, 
187 WORLD BUILDING, 
N. Y. CITY. 
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for that week. 


Offices : 
No. 38 Park Row, 
New York. 
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In the week ending December 15th, 


The Press 


published 398 columns of advertisements ; 
not only far surpassing its best previous 
record for any week in past years, but 
exceeding in amount of display advertising 
every other New York morning newspaper 
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Ohio 
State 
Journal. 


Leading Newspaper 
Of Central Ohio. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulaved in Columbus on Sunday that 
prints all the telegraphic and local news. An 
especially good medium for classified adver- 
tisements, 

Weekly—Now issued as a twice-a-week 
edition,on Tuesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication. 

OHIO STATE JOURNAL CO., 
Columbus, Ohio. 


The : 


fl 


Established 
1811. 














MINNEAPOLIS, MINN. 


os PAYS Wa 


Those who have anything 
to interest women. 


HOMES u 
SEMI-MONTHLY 1 


EASTERN OFFICE: 


517 TEMPLE Court, New York. 


” REACHES 
~ OVER 
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u Cc. E. ELLis, Manacen. | 
| 


nl 





Housekeeper 








RI-P-A-N-S 
Just One. 


Mr. W. C. Lewis, who is con- 
nected with the artistic adver- 
tising department of the 
Youth's Companion, and re- 
sides at 33 Dwight Street, 
Boston, relates that he had his 
attention called to Ripans Tab- 
ules by a business acquaint- 
ance who expressed a high 
opinion of them. Mr. Lewis 
was a good deal troubled with 
what he describes as a nervous, 
bilious condition that appeared 
to be brought on from time to 
time by high pressure work or 
special mentalactivity or excite- 
ment, such as would be com- 
mon at periods of unusual 
nervous tension, when busi- 
ness was specially good, for 
instance. It has become his 
practice at such times to take 
a Tabule—just one—at the 
moment that he observes the 
difficulty approaching. It 
makes no difference when it is. 
A favorable result is invariably 
apparent within twenty min- 
utes. The only noticeable 
effect is that he feels all right 
in twenty minutes if he takes 
the Tabule ; while if he does 
not the nervous, uncomfort- 
able feeling intensifies and 
leads to a bad afternoon and 
tired evening. He carries one 
of the little vials with him all 
the time now, but doesn’t have 
occasion to apply to it anything 
like as often as he did at first. 
Nowadays there are frequent 
periods of from a week to ten 
days or even two weeks during 
which he finds that he has no 
occasion whatever to make use 
of the Tabules, but still carries 
them in his pocket, just the 
same, so that they may be 
ready if an occasion for their 
use occurs, 





Ripans Tabules : Sold 
if i 70 send the price 
Chemical Co! 


druggists, or 


mail 
oo. cents a box) to 


pans 


mpany, 10 Spruce St., New York. 





WE MAKE S3252SESESESCSESE SESS SESES 
HANDSOME CATALOGUES, 
BOOKLETS, PAMPHLETS. 


E don't pretend to do ~~ everyday 
— any better than several 
printers we know of. We don't care to 
bother with -_ everyday —— We 
want orders for the sort of printing that 
demands the attention of an artist —the 
work that is important. We get up 
catalogues, booklets and pamphlets that 
will command attention — that will excite 
remark. Write us about your fine work. 


NY NY NNW 
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“ ~_ Lotus PREss, 
HIGH GRADE PRINTERS, 
140 WEST 23d STREET, 
NEW YORK CITY 
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Vickery & 
* Hill List. 


is to successful advertisers 
what 


GOLD — 


is to prosperous nations : 


The Standard 


Can always be depended 
upon as the highest value. 





HOME OFFICE, Augusta Me. 
NEW YORK OFFICE, 617 Temple Court. 
C. E. ELLIS, Manager. 
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Be COVE RED by advertising in the ae 
= - 
= () se: 
= Overland Monthly, = 


Win 
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FRANK E. MORRISON, - 





SAN FRANCISCO... 


SEND FOR SAMPLE COPY. 


TEMPLE COURT, NEW YORK. 
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MONUMENT OF NERVE, 
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ES I SI a a Sa I I 


No pent-up Utica contracts our powers, 


The whole boundless Continent is ours ! 


i; eae! 


On Monday, January 2!st, in the morning mail, 
I found five separate orders, each for five hundred 
pounds of my celebrated news ink, and with each 
order came.a check for twenty dollars. They came 
from 


1—The Liberty Machine Works, New York City. 
2—The Daily Gazette, Fort Worth, Texas. 
3—The Daily Tribune, Sioux City, lowa. 

4—The Chronicle, New Glasgow, Nova Scotia. 
5—The Telegram, Manchester, N. H. 


i: ba 


Since I issued my price lists of black and colored 
inks everybody seems to appreciate that it is poor 
policy to get trusted for carmine at $2 an ounce 
when, by paying in advance, a better article can be 
bought from me for $2 a pound, and other inks, 
of better quality than can be had elsewhere, at a 
similar reduction from the price usually charged. 


a bo 


SEND FOR MY NEW PRICE LIST. 


ADDRESS: 
WM. JOHNSTON, Manager Printers’ Ink Press, 


10 Spruce Street, New York. 
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THE GALLIPOLIS TRIBUNE. 


Wituram G. Sisiey, Eprror. 











SUBSCRIPTION PRICE, ONE DOLLAR. 
PAYABLE IN ADVANCE, 








WEDNESDAY....... JANUARY 16, 1895. 





About two months ago the Tribune 
contained an editorial paragraph call- 
ing attention to the fact that good 
news ink was being sold by Wm. 
Johnston of New York for half the 
price country editors were obliged to 
pay the old companies. We advised 
our neighboring editors to do business 
with the New York man. 

A few weeks later a gentleman came 
to this office and presented a card read- 
ing as follows : 

“CINCINNATI 

PRINTING INK 
COMPANY. 
56 Longworth Street, 
Cincinnati, O.”’ 

Our caller took exceptions to our 
remarks about Johnston’s ink, and 
claimed it was poor stuff, unreliable 
and practically worthless. When we 
called his attention to good work we 
were doing with it he said it was sim- 
ply a bait—we’d be stuck on the next 
lot. The Cincinnati Post, he said, 
had a good sample lot from Johnston, 
and then ordered two tons, which they 
were obliged to throw out when it 
came. 

We were in New York last week 
and made a pleasant call at No. 10 
Spruce Street, where we found Wm. 
Johnston engaged in his duties as fore- 
man of the Printers’ Ink office. In- 
cidentally the claims of the Cincinnati 
Printing Ink Company’s agent were 
mentioned, and Mr. Johnston, after 
an examination of his books, found 
that he had never sold a pound of ink 
to the Cincinnati newspaper named. 


37 
As if that fact might not be enough to 
convince us, Mr. Johnston added that 
any ink sold by him could be returned 
at his expense if not satisfactory. 

We mention these matters because 
country editors have been paying 
enormous and exorbitant prices for 
news and job inks, and now that a 
man has arisen in the trade who fur- 
nishes news ink for half the old prices, 
and job inks at even greater reduc- 
tions, we think he should be patron- 
ized and sustained by the fraternity, 
and given the preference because of 
the revolution in prices he has brought 
about. We hope none of our brethren 
will be deceived by the fairy tales of 
the printing ink drummers who are 
worried by Wm. Johnston prices. 


oe 





rtrait of the INK 


This is a pen 
SALESMAN who lied about Johnston’s 


Inks. All his cash paying customers 
buy of Johnston now, and his dealings 
with the others who pay with notes 
renewable at pleasure have reduced 
him to the condition here shown. 











Send for Price List to 


WM. JOHNSTON, 
ro Spruce St., New York. 
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Why are 


Railway Stations 


Desirable to Advertise in ? 
Because 
Darkness hideth not the light 


in 
960 Waiting Rooms 


on 


The Chicago, Milwaukee & St. Paul 
Railway System 


Controlled by G. S. Mackenzie, 
Chicago, 


1160 Monadnock Building. 


& 
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The best way to do all newspaper 
advertising is to “try it” for a time. 
“One brick won’t build you a house.” 
One advertisement, one time, in any 
newspaper would hardly pay anybody. 
The C. N. U. Lists are the same as 
other newspapers. One insertion would 
hardly be a fair test. But you can try it 
if you like. 


What the largest advertisers in the 


country are doing is running their adver- 
tisements right along from year to year. 

They probably do it because it doesn’t 
pay them. 





CHICAGO NEWSPAPER UNION, 


93 S. JEFFERSON STREET, 10 SPRUCE STREET, 
CHICAGO, ILL. NEW YORK. 























See) GOSCieK 
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Like the woman chopping wood-- 
We are not doing THIS for fun. 


It is a necessity in the interest of justice, fair busi- 
ness dealing and protection to the advertiser 
By THIS we mean the 


following offer to advertisers : 


as well as ourselves. 


We will pay for all advertising in every Dayton, Ohio, 
Daily Newspaper run by any firm using the columns of ‘‘ The 
Press,’’ if it can be proven that any of said papers have a cir- 
culation exceeding or equaling that of ‘‘ The Press.’’ 


THe Press 


HAS NOT YET REACHED THE 


10,000 MARK. 


Average Daily for December, 9,850 
Average, Daily for 1894, 8,410 


THE PRESS, 


Dayton, Ohio. 
ONE CENT A DAY. 


THE BEST ADVERTISING 
MEDIUM. 


THE PRESS goes ularly 
into more homes in Dayton 
than any morning and even- 
ing paper combined; is read 
in more stores, offices and 
business places than any 





but its circulation exceeds 
all competitors, and its 
rates, higher in the aggre- 
gate, are lower per thou- 
sand circulation. 


This may be of inter- 


other Dayton paper; its sales est to you! If so, write 
at the news- -stands, on the 

street cars and upon the ! 

streets are larger than all us now. 


the other Dayton papers— 
six in number—combined; 
its regular circulation in 
ag gan the second city 
in the county, is twice as 
large as all the ‘other Dayton 


LOUIS V. URMY, 


papers combined. 69 Times Building, 
THESE FACTS ARE ALL 
PROVABLE. NEW YORK CITY, 








Eastern Advertising Agent. 
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SEEDSMIEN! 


When making up your list for 1895 do not overlook the following 


PRACTICAL REASONS WHY 


YOU SHOULD USE 


The National Presbyterian 
The Westminster Endeavorer. 


THIS ALSO APPLIES TO ALL OTHER ADVERTISERS. 


1.—The NATIONAL PRESBYTERIAN will reach every active minister in the 
Presbyterian Church (North and South) and Dominion of Canada. It will also 
reach every Sunday School Superintendent in the Presbyterian Church in the 
same territory. 

2.—The WESTMINSTER ENDEAVORER will reach the President and the Sec- 
retary of every Christian Endeavor Society in the Presbyterian Church in the 
United States and Dominion of Canada. 

3.—Every copy (in excess of our regular list) will reach people who will 
be interested in its contents, and a large per cent have asked us to mail them 
sample copies with a view to subscribing. This materially increases their value 
as advertising mediums. 

4.—The combined guaranteed circulation will not fall below 100,000 com- 
PLETE COPIES each issue. 

5.—A new dress of type has been placed on both papers. Future issues 
will be printed from electrotype plates and consist of sixteen pages and cover 
(twenty pages in all), stitched and trimmed. 

6.—We reach the most liberal buyers of good goods in the world, and in 
order to enhance the value of our papers as advertising mediums we agree to 
reimburse direct loss to our subscribers occasioned by misrepresentation in our 
advertising columns. 

7-—Advertising orders for the NATIONAL PRESBYTERIAN and the WEstT- 
MINSTER ENDEAVORER will be accepted on the following condition : 

“A combined circulation of 100,000 COMPLETE COPIES is guaranteed each 
issue (commencing December, 1894), to be proved by post-office receipts. Should 
any edition fall below 100,000 complete copies, no charge is to be made for ad- 
vertising in such issues.” 

8.—CoMBINATION ADVERTISING RaTEsS: Display, 65 CENTS per agate 
line, each insertion. Discounts, 3 months, ro per cent; 6 months, 15 per cent; 
12 months, 20 per cent. READING MatTER is charged 25 per cent more than 
display for space occupied, agate measure. 


ADDRESS CORRESPONDENCE 


STANDARD PUBLISHING COMPANY, INDIANAPOLIS, IND. 


PLAINLY, 


Eastern Representatives: 
BURDETT BROTHERS, 
AND TRIBUNE BuiLpInGc, New York Ciry. 


258 WASHINGTON STREET, Boston, Mass. 
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A Publisher’s Own Statement, in his 
Own Words, may appear in the 
American Newspaper Direct- 
ory For 1895. 


Advertisement.—A publisher wishing to insert a 
4 short statement of ten lines or less in the 
column with and following the description 
i of his paper, in the American Newspaper Di- 
rectory for 1895, ae pe so at the nominal price 

cf ten dollars, which price will include a free 
copy of the Divectory to be sent by express as 
soon as issued. Ten lines will accommodate 
sixty words, but a smaller number of words 
will not be accepted for less than the price 
named. Additional matter may be inserted at 


ten centsa word. No display or full-face Spe 
can be used. Payments for statements of this 
{ sort will be expected by check or post-office 
| order when proof is submitted. For smess 


accompanying the original order—$10 for sixty 
words or less, and 10 cents extra for each word 
more than lai discount of 10 per cent may 


° e 

} cated will be set in 1 type (of which this is 

a specimen), and will be prsceted by the word 
| “Advertisement.” In this way it will be possi- 
j ble for a publisher, on his own responsibility, 
i to convey any information that he deems im- 
portant lace before advertisers and other 
users of the Directory, in addition to thatgiven 
by the Directory itself. Not very long ago an 
offer of five thousand dollars was made and re- 
fused in one case for a notice similar to this 
now granted for a nominal sum. 


The American Newspaper Directory for 1895 
will also offer to publishers of newspapers, 
who furnish portraits, or pictures, illustratin: 
their newspaper baildines, the privilege o: 
having them inserted in the Directory in con- 


nection with the description of the paper at 
the nominal price of ten dollars, which will in- 
clude a Cony of the book sent free by express, 
as soon as issued. The necessary drawing or 
reproduction can be made from a paatosrend 
or other picture, and for this work there will 
be no extra charge. Such a picture may prove 
a valuable and attractive advertisement. It 








advertisers and others, may wisely avail him- 
self of the privilege here offered. The cut 
must not exceed one inch in length or in 
width, and in appewranse is subject to the ap- 


proval of the Editor of the Directory. 

Those who take pains to examine issues of 
the Directory for previous years will find speci- 
men pictures of newspaper establishments. 


When a newspaper owns an office it is well to 
let the fact be known; for the properous Yeo 
ae are those that advertisers are inclined to 
hink most likely to bring satisfactory re- 
turns. Publishers desiring both the announce- 
ment and the os and but one copy of the 
Directory, will pay $15 for the combined serv- 
] ice,and 10 centsa word extra for each word 
} more than sixty. Address a!lcommunications 
‘| to AMERICAN SPAPER DIRECTORY, No. 
4 





10 Spruce St., New York. 


Mr. H. Z. Osborne, President of the Evening Express Company of Los Angeles, 
California, when availing himself of the opportunity here offered, wrote as fol- 
lows: ‘We inclose you a sixty-word statement of ten lines to insert in the 
column with and following the description of our paper in the American News- 
f oo Directory for 1895,in accordance with your yellow slip circular, at ten 

ollars, with ten per cent off. We inclose our check for nine dollars to pay for 





thesame. Wethink that this is an excellent plan of advertising, and predict 
i that you will find it very profitable. A statement which bears upon its face the 
j evidence of truth, immediately following the technical description of the paper, 
i is, in our opinion, more valuable than a page advertisement in some other portion 
of the Directory.’ i 

j fend copy promptly, addressed to 


THE AMERICAN NEWSPAPER DIRECTORY, 


10 Spruce Street, New York. 
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— uestions about anythin 
and i 
ideas—this is the retail branch. 





ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


ae merchants are invited to send advertisements for criticism and suggestion; to 
pertaining to retail ene it 
nts for the betterment of this department. PRINTERS’ 


to send ideas, experiences 
K is a clearing-house for 








It would seem that the advertising 
a the New York City papers ought to 
be the best prepared in the country. 
The rates here are higher than those 
any place else, and that ought to make 
the preparation of the matter all the 
more careful. As a matter of fact, I 
know of no city of considerable size 
where the advertisements are so bad. 
There are not more than half a dozen 
firms who seem to give intelligent con- 


sideration to this most important 
problem. 
Here is an advertisement which 


wastes five lines in the Swz for the 


ORTON’S ICE CREAM AND 

charlotte russe are always pure, fresh 

and delicious. Orders by postal mailed be- 

fore 10 A. M. will be received and delivery 

made in time for 6 0’clock dinner. See direct- 
ory for addresses. 








apparent purpose of saving one line. 
I do not believe that the readers of 
this ad would rush frantically to the 
nearest drug store to look for the di- 
rectory. I think they would be more 
likely to send to their local confec- 
tioner for the ice cream they wanted. 
To be sure, this isn’t a very big ad, 
and so does not waste much space, 
but it does the best it can—it wastes 
all the space it occupies. Even a page 
ad could not do any more than that. 
# % 


* 

Mr. R. Thomas, a wholesale and 
retail grocer in Grant’s Pass, Ore., 
started the new year in a very com- 
mendable manner. His letter to me 
was dated January Ist, and says: 
‘‘ Through the courtesy of the Courier 
editor, I have been made a willing 
subscriber to PRINTERS’ INK. Your 
bright and up-to-date articles greatly 
interest me and contain much valuable 
information and many helps to success- 
ful advertising.’’ He inclosed an ad- 
vertisement for criticism, which be- 
gins: ‘‘I am boiling out some rich 
bargains in coffee this week.’’ He 
ends the ad with some special offers on 
coffee. For instance, ‘‘ Five pounds 


of Russian coffee and a handsome cup 
and saucer for $1.25.’’ 


The last part 


of the ad is good. The first part is 
bad, because nobody ought to Jdoi/ 
coffee. The best way I know of to 
spoil a good cup of coffee is to let it 
boil. Most housekeepers know this 
and I! believe would be inclined to 
doubi the coffee judgment of a man 
who would allow his coffee to be boiled. 
As I have had occasion to remark be- 
fore, you can’t be too careful about 
the statements you make in your ad- 
vertising. The way they sound doesn’t 
amount to nearly as much as what they 
mean. Look to the meaning first, and 
then think about the wording. Don’t 
get the idea that every cute ad is good, 
and that if an ad isn’t cute, it isn’t 
good. Ads and men are a great deal 
alike when you come to think of it, 
and it isn’t always the cute man who 
succeeds. Common sense and straight- 
forwardness are pretty good things in 
men and in advertising. 
* % 
* 

I have discovered a most excellent 
way to acquire information and sam- 
ples of good advertising. All I need 
to do is to pick out some particularly 
horrible example, and express my free 
and untrammeled opinion of it in this 
department. Straightway I receive 
letters and samples from others in the 
same line. Likely as not I get a let- 
ter from the advertiser criticised, either 
contradicting me or agreeing with me. 
Either way I learn something. 

The Worcester Salt Co. published a 
bad booklet about salt, on which I 
commented in PRINTERS’ INK, Dec 
12. Since then I have received book- 
lets from the Genesee Salt Co., of New 
York, and the Diamond Crystal Salt 
Co., of St. Clair, Mich. Bot are 
good, and both are entirely too long. 
One from the Genesee Salt Co. is evi- 
dently intended for general distribu- 
tion; another is addressed to dairy- 
men. In the booklet addressed to the 
consumer, the mistake is made of 
calling attention to and talking of 
other salt makers. It is very likely 
that a great many of the readers of the 
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booklet never would have known that 
there was such a thing as ‘‘ Ashton 
Salt,’’ if it had not been mentioned 
here. One of the best things in the 
world for an advertiser to attend to is 
his own business. The more severely 
he leaves other people to themselves 
the better for himself. I do not think 
there is any exception to the rule, that 
it is most unwise to talk about, and call 
attention to, a competitor. 

This book, as well as the other, is 
full of a great deal of uninteresting 
matter—uninteresting from the stand- 
point of the casual reader. There are 
a good many interesting things that 
can be told about salt without going 
into statistics. Statistics are very un- 
interesting reading for most people, 
and a booklet must be interesting or 
it will not achieve good results. This 
one is full of facts, but its thirty-two 
pages could be boiled down into eight 
or twelve, and this would materially 
strengthen its selling qualities. 

The booklet addressed to dairymen 
is a good, sensible book, full of valu- 
able information, but I am afraid it 
covers too much ground, and goes into 
the matter too deeply. I doubt if the 
booklet will be read. It contains 
something like five thousand words. I 
should think that enough could be said 
in two thousand words, and that the 
matter could be very much simplified. 

The ‘‘ Diamond Crystal” booklet is 
very stylishly printed and has a hand- 
some embossed cover. The title is: 
‘“‘The Salt That’s All Salt.” It is 
even a bigger book than the other one, 
but it has the advantage of being 
much better printed. The real read- 
ing matter in it consists of about two 
thousand words and is followed by 
twenty-eight pages of testimonials and 
statistics. This booklet ought certainiy 
to be an effective one for limited dis- 
tribution, but its cost would, I think, 
preclude the notion of circulating it 
in any great quantity. For general 
distribution I would rather have twice 
as many books half as good, and I 
would not make them more than one- 
fourth as big. +4 
S. H. Beatty, publisher 7Zimes- 
Press at Delavan, IIl., says: 

‘*Some time since I subscribed for 
a number of copies of PRINTERS’ INK 
to be sent to local advertisers. By 
this means I aimed to interest my 
patrons in up-to-date ways of adver- 
tising.” He incloses an advertise- 
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ment showing the effect of the ‘‘ Lit- 
tle Schoolmaster”’ on one advertiser. 
In reproducing the ad, I have con- 
densed it and revised it somewhat, but 
there is no doubt that Mr. Lawton is 
on the right road. Efficiency in ad- 
vertisement construction will not come 
all at once, but continual working in 
the right direction will eventually pro- 
duce good results. Here is the ad: 





Buy a Lamp 
Of Lawton. 


He has all kinds— 
Parlor, Hanging, Library, etc.—at all prices, 
His new leader, the New Meteor (electric 
burner) gives a brilliant, steady, unflickering 
light, with no odor and little care. It comes 
in all poe in both plain and decorated 
ware, and makes an exquisite holiday gift. It 
combines usefulness and beauty and is always 
acceptable, always pleasing. Persons inter- 
ested may get a much better idea of lamps— 
especially of the New Meteor—by personal 
inspection of the large and varied stock at 
LAWTON’S DRUG STORE, 








* 
* 

The following letter, and the two 
cards which accompany it, do not need 
explanation orcriticism. As Abraham 
Lincoln would have said: ‘‘If you 
like this kind of advertising, it is just 
about the kind you would like.” 

Denver, Colorado, Dec. 5, 1894. 
Editor of Printers’ Ink: 

Dear Sir—I inclose two ads that have 
recently been displayed in the windows of a 
local haberdasher. When the ad marked No. 2 
was shown the window was pasted over with 
manila paper, only a small ‘ peep-hole,” 
about six inches square, being left, and on 
the paper, in very large letters, was painted 
6 FOR MEN ONLY.” In the window was 
a card and a display of suspenders. I leave 
all criticism to you, and remain, 


Yours truly, 
H. H. Given. 











No. 1. 
We Will Make You 
Crack Your Shirt-tail 

trying to get in here 

to buy if you will 

only stop to notice 

the prices we are 

making on shirts and a 

underwear. 

No. 2. 

Your Pants Are Open 
to criticism if they do not fit you well. A 
frequent cause of ill-fitting trousers is that 
the wearer’s suspenders are ill made, uneven 
in length or perhaps one or more buttonholes 
torn out. A good pair of “‘ gallusses ’’ makes 
a well made pair of trousers hang as the 
tailor intende ~~ should. How about 
your suspenders ? ion’t you need a pair? 
ou will not find as good goods for the money 
in all Denver as we offer to-day. 





Tarr, 
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For Cooking Utensils—(By C. Ravelle, Jr.). 


0ld Bachelors 


Are not liable to be very much inter- 
ested in cooking utensils of any kind, 
but we 


Want Wives 


And ladies in general, who appreciate 
the great advantages and convenience 


Of Aluminum Ware 


To come in and see it. You can’t break 
it; you can’t bend it; it won’t rust and 
won’t wear out. Easy to clean, fire 
won’t affect it; ’twill last a lifetime, 
and is sold only by 

W. O. POUND. 


For any business. 
ee SS 
A SUGCESSFUL : 

CONCERN 


Does not say much. Their success is 
the best evidence of public appreciation. 

Merely talking of low prices and ex- 
ceptional bargains does not satisfy buy- 
ers. The “doing of it’ is the thing 
that brings and holds trade. Our success 
is the result of our honorable, consistent 
{) business methods. These are epitomized 
in the few words: Honest Goods, Honest 
Prices, Fair Treatment, Large Stock. 7 
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For a Bicycle Dealer—(By R. L. Curran). 


THE MAN WHO - 
HAS WHEELS - - 
UNDER HIS FEET— 
who rides a bicycle— 
especially the light, 
new, 1895 styles, has 
no more rusty mus- 
cles and jaded 
mnerves—- - - 
HAS NO - = 
““WHEELS- - 
IN HIS HEAD.” 
We have most all of 
the good kinds of 
bicycles. - - - - 





For Furniture—(By Charles Austin Bates). 


N THE HURRY 


and bustle of business, people have to 

trust each other. 

Little details go unwatched—you take 
somebody’s word for them. 

The Gelber in furniture takes the maker’s 
word, the retailer relies on the jobber, the 
“ consumer” depends on the retailer. 

There are three chances for error—inten- 
tional error, may be; may be unintentional. 
Equally cape Me a costly either way. 

he really responsible party, the maker, is 
three degrees removed and hard to get at. 

If you care for safety and certainty in fur- 
niture you will come to this store. 

We hold ourselves individually responsible 

» for every stick we sell, and we guarantee 
every splinter of wood, every hair of stuffing 
and every thread of upholstery. 





45 
For Gloves—(By Jas. MacMaon). 
A Well 
Gloved Hand... 
Is always admired. Slovenliness 


in that respect robs the richest cos- 
tuming of its completeness. 

Woman’s love and admiration for 
the beautiful in gloves is proverbial ; 
it is an index of refinement and taste. 

The elegant varieties we show were 
particularly chosen for this season of 
gifts, and include the ‘‘ Melba,” our 
exclusive, in both kid and suede, now 
as admired and popular as the sweet 
singer for whom they were named. 























For Silk Waists—(By Jas. MacMahon). 


SILK WAIST S 


Handsome as a rose, the embodiment 
of elegance and st le, designed and 
made from ee fabrics into the 
most bewitchingly beautiful waists, 
which are now the 


CROWNING GLORY 


of the most chaste and dressy evening 
costumes. 

Distinctively charming, dainty and 
chic, they are a positive necessity of 
the wardrobe, without which none is 
complete. 

We show them in 
Chiffon, 
Satin Duchess, 
Taffeta, and 
Surah Silk, etc., 
in specialties secured for the Christmas 
season. 


For Handkerchiefs—(By Jas. MacMahon). 
Abbi iiiitshirhiihiihed 


¢ 
% Dainty 
Handkerchiefs 


Our buyer has secured as- 
sortments which include those irre- 
sistibly choice and dainty creations 
of art which yearly blossom into ex- 
istence to tempt purchasers. 

Being of use and beauty, they are al- 
ways acceptable. 

The varieties are endless. 

The prices most moderate. 
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For Furniture—(By C. Ravelle, Jr.). 


Knew a Good Thing 


It was one of those extraordinary 
good bargains in furniture that 
a lady told her husband about. 
Of course he grumbled about the 
hard times, but .. . 


When He Saw 


and the hundreds of other gen- 
uine bargains in Parlor Suites, 


It 


Sideboards, Secretaries, Book 
Cases, Screens, etc., Mrs. Wifefy 
won the day. 





PRINTERS’ INK. 


The Exthsive 


Advertising privileses 
in all ears and on all 
Stations of the, 


BR22EKLY N-UNION 
ELEVATED RAILREAD 


Va maanol(asmanen MEN 
1st 1895 by 








| Gap.eTen & KISSAM 


Cars will be equipped 
with advertising racks, 
spaces to be 24x16 In., 
end spaces 24x I# In. 








For rates address 


CARLETSN & KISSAM 


NR eeers) 3 Postal Telegraph Bldg. N f | 


BROOKLYN OFFICE: 33 SANDS STREET. 
S. D. GARRETT, GENERAL MANAGER. 
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reasons perp rise, and why I should not. This detains me so long, as it 

is the duty of an impartial judge to hear all that can be said on both, sides, that 

before the pleadings are over it is time to go to dinner.” ~ men waste the 

fa of their days in ae what they shall do, and bring them to a 
riod without coming to any determination.—Zsop. 

Much of the good of advertising is lost by the 
neglect which comes from procrastination. 

Precision and timeliness have much to do with 
successful advertising. 

Systematic promptness is absolutely necessary. 

Here in this office we waste no time in listen- 
ing to useless argument. We know from an ex- 
perience of twenty-nine years just what to do and 
when to do it and how. 

We get up early in the morning and 
work late in the interests of our clients, 
for our success depends on theirs. 

Write to us about anything in adver- 
tising. 

The Geo. P. Rowell Advertising Co., 
10 Spruce St., New York. 

















